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victory 



' 3isode of "SURVIVAL!" presents action, human in- 
' id suspense in warm, revealing close-ups of men 
vvnen reliving their acts of heroism and selflessness. 
\Z in stories token from the front pages ore crammed 

a/enture . . . and in each of tTe 38 episodes a grip- 

cnax-mon's victory . . . "SURVIVAL!" 





ANDREA DOR! A 

FIRST 
RUN 

SYNDICATION 



James Whitmore 



Norroting each '3 hour ep sade JAMES WHIT 
MORE. Musical score by NELSON RIDDLE In c arge of 
production SHERMAN GRINBERG SURVIVAL' s al- 
ready sold in top markets acclaimed a* a top buy by 
ogenc es stotions and cl ents See "SURVIVAL! ' todoy Call 
Seymour Reed, President, collect at (212) ^^^i* 
PL 7-0100 or write Official Films 



724 Fifth Avenue, New York, NY. 10019. 
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the difference ini Kansas TV is 




A single buy gets you more than half: The counties . . . 
The population ... The consumer spendable income... 
The TV homes ... of prosperous Kansas. This includes the 
rich, South Central area that encompasses Wichita, fourth 
fastest-growing city in the country during the past decade 
To Sell Kansans / Buy KTVH . . . 
With 1504-Foot Tall Tower Power! 



KTVH 

WICHITA /HUTCHINSON 
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elevision Dollar Income, Profits Up, 
CC Reports; Percentage Gains Down 



Washington — lclcvision dollar m- 
me anil profits were up in calendar 
'<>*, FCC reported in its l\ financial 
ta last week, but percentage gains 
•re slightlv less than those reported 
Ifj(i2. Most of the increase in 
venue was due to increase in non- 
twork time sales to national ad- 
rtisers. which accounted for about 
o-thirds of the increase in total 
nc sales. 

Total revenues reported for tv. in- 

• iding major networks, their 15 
i.ncd stations and 550 other stations, 
•rc $1,597.2 million, a 7.5 percent 
.rease from 1 9h2 revenue of $1,- 
6.2 million. Industry prolits before 

Kcs were $343 million. 10 percent 
,o\e I9(>2, continuing upward swing 

• itch has resulted in profit increase 
,nost fi\e times as large as a decade 

o. Expenses were SI. 254 million. 

Cain in revenue of over 7 percent 

topped behind the 12.7 percent gain 
sorted in 1962, and the 10 percent 
ofit gain lagged far behind the 31.5 
|rcent made in 1962 over the prev- 
i is year. However, I962's impressive 



McCollough Bows Out 
Of NAB Post Race 

Washington — Clair R. Mc- 
'ollough, considered in the indus- 
■> the leading candidate for prcs- 
Jcncy of the NAB, has bowed 
ut — at the same time, urging 
xed in the selection of a succes- 
Jr to LcRoy Collins. 

Said McCollough in a letter to 
wllard Schroeder. chairman of 
• AB's executive committee: "I ap- 
reciate beyond words the urgings 

have received from main sources 
i consider such a possibility scri- 
uslv. However, it is not possible 
)r me to do so. My personal situa- 
on is no different now than when 

rejected similar suggestions on 
rcvious occasions." 

Citing that certain elements 
ould applv the "divide and con- 
ucr" technique to the bro.ulcast- 
ig industry and his own experience 
ith NAB in an interim between 
"csidcnts, McCollough suggested 
tat "the executive committee make 
> "selection as quickly as possible 
•r NAB Board approval." 



profit gain w.is due partis to the s.ig 
in network revenue in 1961 

Networks and their owned and 
operated stations reported ^S2t) \ mil- 
lion revenue, expenses of $6X4 I mil- 
lion, profits of ">|U,.2 million, ac- 
counting for M4 percent, 54.6 per- 
cent and 39.7 percent, respectiv elv . of 
the industry totals. Onlv 40 percent 
of network revenue was from the sale 
of lime as nets continued trend to 
increased income from the sale of 
programs and talent, while stations 
make 94 percent of their revenue in 
time. National spot accounted for 
SM.2 million, or about two-thirds of 
the total gain of N91.2 million in time 
sales over 1962. 

lotal time sales for the entire tv 
industry in 1963 were S 1 .394.7 mil- 
lion, before commission deductions 
of $23(\3 million. I he total is $91.2 
million higher than 1962 time sales 
and 74. S million of this gain is in 
non-network time sales. 

Networks accounted lor S537.9 
million or 39 percent of total time 
sales. For the second scar running, 
sales of non-network time to national 
advertisers topped the net time sales 
— $600.7 million in national spot as 
against net time sales of $537.9 mil- 
lion. I ocal time sales: l s25<>. I million. 

Ratio of pre-tax profits to revenues 
was about I to 10 for the networks. 



and * to H) tor all stations, I < ( 
points Diit Network and owned Ma- 
lion expense of xf>s4.| million was 
up over six percent from 1962. with 
S(> percent goui » for technical and 
programing costs, .mil 14 percent to 
selling and administrative Nets will 
probabls hope f C ( is taking note 
of this as compared with the program- 
ing and technical expense of onl> 
about ^7 percent fur the ^M) other tv 
stations, while the sell tig expense* 
and administrative were -H percent 
out of their x^70 million expense. 

f urther breakdown on time sales 
show total mdustrs take after deduc- 
tion ol commissions was $1.1 SX. 4 
million Out of nets' $537 million 
on network time sales, thev paid 
SU. 1 ) million to owned stations. 
$lMv9 million to affiliates and $80.6 
million in commissions, retaining 
$254. (> million before taxes. 

Network revenue from talent and 
programs reached $34s\N million, up 
11.4 percent from 1962. Net-owned 
stations made SI 31 .S million from 
national and regional advertisers and 
$42 2 million from local advertisers, 
for a total of $174 million non-net- 
work time sales. Adding the $34.9 
million in network lime sales, the 
owned stations made $l7d,2 million 
after commission deductions of $32.7. 

Median revenues of profitable sta- 
tions in 9d markets with three or more 
stations were over $1.7 million, with 
S7 top monev makers hitting over $4 3 
million. Median figure for two-sta- 
tion markets was $779.^09 and for 
one-station markets. $4ls.46l. 



Pay Tv on Horizon for Southern Cities 



New York — If current plans ma- 
terialize, four southern cities may 
have coin-operated pay tv bv 1965. 
International Telemeter Corp. a sub- 
sidiary of Paramount Pictures, has 
granted exclusive rights and fran- 
chises for the construction and opera- 
tion of the Telemeter svsteni in Miami. 
Atlanta, Houston and Dallas. 

I he svstcms will be developed bv 
three corporate groups. Home 
I heatres. Inc. tHouston and Dallas), 
Florida Home Theatres ( orp (Mi- 
ami), Home Theatres ot Ocorgia (At- 
lanta) 

According to International Tele- 
meter, each of the tranchised groups 
has stated it is proceeding mimcdiatelv 
to arrange financing of the sv stems 
The agreements contemplate con- 



struction of cable circuits to reach a 
minimum of ~5,tHK) homes in each 
kvahtv. Capital requirements in 
cable, studios and telemeter equipment 
are estimated at M5 million. 



Mandel Named Research 
Vice President of NAB 

\\ ashincton — Howard Mandel, 
research group head and associate 
director of Kenvon A. 1 ckhardt. Inc.. 
his just been named NAB vice presi- 
dent for research. 

Mandel, who will leave his agencs 
post Aug 17, succeeds Mclvm A 
Cioldberg who res gncd revcntlv to 
become vice presidenl-pl -nning and 
research for John Ht ir A. ( o 
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NBC To Offer Live Coverage of Olympics 

Network will make use of experimental satellite 
to relay telecast of opening ceremonies; picture 
clarity is a question mark in proposed broadcast 



New York — If all goes well 
technically, U.S. and Canadian tv 
viewers will see part of the 1964 
Summer Olympics in Tokyo live via 
the new Syncom III Communications 
satellite slated for launching Aug. 18. 

NBC, which holds exclusive broad- 
cast rights to Olympic coverage in 
the U.S., has announced it will make 
both picture and sound of the open- 
ing ceremonies available to other 
American networks and individual 
stations on a voluntary basis. 

Big question mark will be clarity 
of the transmission. The experimental 
satellite will have to be placed into 
what has been described as a syn- 
chronous equatorial orbit. It is point- 
ed out that this is the first time 
this has been attempted. 

Plans call for placing the satellite 
in an orbit 22,300 miles above the 
earth at the equator. It will travel 
at the same speed as the earth's sur- 
face. The tv signal will be beamed 
into space from a sending station 
outside of Tokyo up to Syncom and 



Saudi Arabia To Get 
Tv Stations via NBC 

New York — NBC International 
is moving into Saudi Arabia — in 
a big way. Described as the largest 
international project ever to involve 
an American firm, NBC has been 
tapped to provide the country with 
13 tv stations. 

The project, which will require 
about 10 to 12 years to complete, 
will demand an initial staff of 21 
American technicians, plus about 70 
Saudis, with 50 or more Americans 
to be added as project advances. 

George A. Graham, vice president 
of NBC Enterprises, parent of NBC 
International, declared: "This is one 
of the most significant and extensive 
agreements ever entered into by 
NBC International." 

Jidda and Riyadh in Saudi Arabia 
will be the sites of two interim tv 
stations as part of the initial phase. 
In later years, these will be replaced 
by permanent installations. Also, 
additional stations will begin opera- 
tions in Mecca, Taif, Medina, Burai- 
da-Enaizc and Al Kharj. 



thence to a receiving station at Point 
Mugu, Calif., where it will be picked 
up by NBC and relayed to the net- 
work. 

Although NBC's initial plans call 
for at least I6V2 hours of program- 
ing, only the two-hour ceremonies 
will be telecast via Syncom. The rest 
of the coverage will consist of tapes 
flown daily across the Pacific. 

Again, if the quality of the pic- 
tures is suitable for home viewing, 
they will be sent along a microwave 
circuit across the U.S. to Buffalo, 
N.Y., and then to Canada. 

The entire project is being coor- 
dinated by the Communications 
Satellite Corp. on a non-profit basis. 



NAB:-4A Must Stick 
To Waiver Decision 

Washington — NAB has told t 

AAAA that its tv code board 
stick to the decision to waive 
mercial time standards for 
political announcements. In a I 
to Richard A. R. Pinkham, chair 
of the broadcast operating commF 
of the AAAA, NAB's tv code re*j 
board chairman Clair R. McColl 
said the board was fully aware of 
clutter problem involved in the 
sion, but this is a situation that c<f 
not be handled any other way. 

Pinkham had written McColloT 
that the waiver constituted a 
step backward" (see story, p. 

McCollough replied last week i 
the time waiver is experimental 
a limited period during this y 
only, and will not be made permal 
unless this year's experience indi<J 
it should be. 



Crowell-Collier Stations Get Short-Term Renewals 



Washington — The FCC last week 
wrote Crowell-Collier Broadasting 
that, because of an uncertain past 
record on KFWB Los Angeles, KEWB 
Oakland and KDWB St. Paul, the 
AM station renewals would be short- 
term until April 1, 1965. FCC also 
considered more recent changes of 
payola made against KFWB person- 
nel and the parent company now be- 
ing aired in Los Angeles Superior 
Court. 

The FCC decided not to withhold 
renewal — on ice since 1962 — in 
view of C-C's full cooperation with 
the commission, including efforts to 
reform programing practices under 
FCC investigation since 1961. 

Charges and complaints dating back 
to 1958 included KFWB broadcasts 
of "objectionable" material in a con- 
troversial matter, and "scare promo- 
tional announcements" on both Cali- 
fornia stations, plus improperly con- 
ducted contests and promotions. In 
1961 KDWB was fined for opera- 
tion on excess power after midnight. 

If the payola case in the California 
court seriously involves KFWB, the 
FCC may take further action. The 
commission hopes that, in the mean- 
while, Crowell-Collier and its sta- 
tions will do some deep soul-searching 
on policies and program practices. 

C-C president Joseph Brilling has 
denied payola charges made against 
KFWB personnel by a record pro- 



brought a $200,000 suit a 
KFWB and its parent firm last 
The suit attacks personnel of 
additional stations (but not owqf 
including program director of Klf 
— the station recently handed to 
Knoll Broadacsting, an educatiorf 
owned entity, for interim open{ 
until some 19 applicants can be 
(see Week in Washington). 



Senate Confirms 
Collins Appointment 

Washington — Former Nfc 
president LeRoy Collins' appoint- 
ment as head of the new Com- 
munity Relations Service agencj 
under the Civil Rights Act wa< 
confirmed (53 to 8) by the Senate 
last week. Angry objections b\ 
Sen. Strom Thurmond (D-S.C.) 
to the naming of Collins as head 
of the conciliation troubleshooten 
were offset by warm praise frorr 
endorsing senators. 

Tribute came from a wide range 
of state representatives: Kenneth 
B. Keating (R-N.Y.), Senate ma- 
jority leader Mike Mansfield (D- 
Mont.) and a group of southerr 
senators whom Mansfield praisec 
for their vote for Collins, ever 
though they had opposed the Civi 
Rights bill itself. 
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Sometimes a television set 
can light up a whole city 



|\Vhen a message is powerful enough. ..if it is told well enough 
I... it can enlighten a home, a neighborhood, a whole community. 

// happened in Baltimore .. with WJZ-TV's coverage of 
the civil rights struggle. 

It happened in Pittsburgh .. .when KDKA-TV and KDKA 
examined growing unemployment. 

// happened in San Francisco . . . w ith the KIMX series on 
mentally retarded children. 

// happened in Boston . . . w hen WRZ-TV and WBZ took a 
searching look at morality in government. 

// happened in Fort Wayne, Sew York. Chicago... with 
WOWO. WINS. WIND. 

It's happening in Cleveland now. A KYW-TV and K.YW 



series has already begun to reveal the blight of povert} in a 
major city. 

These are all Group W stations. In the past vcar and a 
half they have received broadcasting's top awards Includ ng 
the dul'ont. the I'eabodv. the Sigma Delta C hi. the Sloan, the 
Ldison. and the Ohio State 

Group W stations arc uniquclv equipped to pla\ a vital 
role in their communities. As members of the Group. ihc\ 
have creative, managerial, and financial resources greater 
than an> individual station, plus a local impact no network 
can match. Important, meaningful pro t mnun? in the pub- 
lic interest is one more reason wh) :he Group is a vital third 
force in broadcasting todav . 



GROUP 

w 

T Y V.IST '.Zn USt BROADCAST '.5 CCVPA'.r 



VVSZ'WBZTV BOSTON-WINS NEW YORK-WJZ TV BALTIVGRE •XCW-KOJCA TV P1TTSBIRGH-KYV.-KYV. T\ ClE.t A'.0-WOYbO FORT V.ATNE V. HO Ci CAGO-'Ki SA', FRA'OSCO 
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26 Tv: pop bottle genie 

Soft drink bottlers are finding strength in spot television — .so 
much so that they tipped 1 963 budgets 40 percent to buy 
more, more, more . . . 

30 Diet drinks: tv fatteners 

The tide toward low calorie count is both promise and threat 
— but no longer just a groundswell 

32 Profile of tv ownership 

With the growing prevalence of multi-set and color-set owner- 
ship, SPONSOR'S contributing editor, Dr. John Thayer, probes 
the kind of families buying second color sets 

34 Trend to commercial integration forecast 

As NAB code presses altered piggyback status, Schwerin Re- 
search sees the revival of long-neglected tv format 

TIME/BUYING & SELLING 

36 The timebuyer must change, too 

Grace Porter field, Benton & Bowles media buyer, speaks out 
on changes in broadcast industry that affect a buyer — past, 
present, future 

TV MEDIA 

39 Car dealer's sales zoom with spoof spots 

Orlando's City of Cars credits video for its tenfold rise in used 
automobile sales over a two-year period 

40 Tv: strong link in drive-in chain 

// you need to build brand identification while also moving 
the goods, try television, says Mister Donut 

RADIO MEDIA 

42 Getting 'submarines' into the air 

Using radio to reach hungry on-the-go customers boosts a 
single restaurant unit to 14 and pyramids $180 to mil- 
lion in seven years 
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Mike Douglas is the live one on daytimeTV 



)n tape, that is. He can sing with zing. Charm a 'marm. And talk 
with the best (Bob Hope. Carol Laurence. Jack E. Leonard. 
Edic Adams. Phyllis Diller. Dick Gregory. Barhra Streisand, 
lack Jones. Jaync Mansfield. Sammy Da\is Jr.). 

Mike leads a big-time, tuneful, talkative, network-caliber 
'(variety show that's the talk of the TV sunshine set. Mike's the 
man in the middle— now heading for the top of the da\time 
rating heap. 

Women buv him. Time bu\ers lo\e him. And win not? In 



i 1') share of audience Cleveland 
Boston Portland. Me. 16 . 



Milwaukee he's scored 
55' . Columbus 42' 
Pittsburgh 56 

Now. the li\el\ Mike Douglas Show is available as j 60- 
muuite or l >0-mmute show for across-the-board programming 
in \our cits 

How's \our das time situation ' Are there enough women in 
\our life ' Ma\bc it's time to see Mike Call \l at \\ BC Program 
Sales. Inc.. 122 Last 42nd St . New York. V V. Tel ')<s V(C$35 



WBC PROGRAM SALES, INC. 
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How to bring national radio up 

National spot radio, which is the most flexible of all advertising media, 
is also the most unpredictable in terms of billings. 

Right now, in a good economic year in mid-summer, you'd expect 
it to be enjoying a bonanza sale. Instead it's below the same period last 
year. 

Some I've talked to tell me that it's down as much as 8% below the 
third quarter of last year. And the third quarter of last year didn't break 
records. 

While it may upsurge in about the same time that it takes me to 
write this, the chances are that the third quarter (or so the reps tell me) 
will end on the deficit side. 

One group head with whom 1 lunched last week was so concerned 
that he urged Sponsor to initiate a get-together of the most thought- 
ful of the station radio representatives to air the problem. His point of 
view: isn't it a paradox that radio, which is selling harder on the na- 
tional front than heretofore and appears to be gaining fresh recogni- 
tion, is losing ground? And especially during the political summer when 
radio listening is certainly at an all time high. 

It's a paradox — but not too surprising. 

I looked into the paradox and here's what 1 find. 

Network television, which traditionally loses audience in the hot 
months, does about as well in summer dollars as in winter. July brings 
in nearly as many dollars as November. The tv networks learned well 
from radio's mistakes and guard against the summer hiatus by skillful 
pricing incentives. Since television is basic and radio not always so. 
when the budget is overspent radio often is among the expendables. This 
summer tv comes in for extra attention with the conventions. Extra at- 
tention means extra dollars. This may account for some of radio's 
problem. 

But summertime is radiotime, with personal listening and personal 
set sales at all time highs. This summer should be better for national 
radio as well as tv. Why isn't it? 

Again the answer must be that radio is supplementary — sometimes 
very supplementary. And this is a costly summer in terms of advertis- 
ing dollars. 

What it adds up to is radio's image. One oldtimer said that national 
radio is still the tail wagging vigorously, but a small tail on a large dog. 

If radio is an exceptionally good buy, as I think it is, the problem es-J 
sentially becomes a sales problem. How do you elevate national radio 
from supplementary status to basic? 

The remedy calls for drastic sales action. Which means a dynamic 
sales plan. 

I want to propose just such a plan. I call it the minuteman plan — 
and it isn't original. It involves a high degree of industry teamwork. It 
worked handsomely for another medium many years ago and it will 
work for radio. I'll be glad to unveil it for any national representative 
or station and, of course, for the RAB. 

Are vou interested? 
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UJatch out! UJc shatter old TV ideas! 



["hat's what video tape (Scotch' brand, of course) 
s doing. There are more production improve- 
nents than you can shake a story board at. W ith 
his result: Today, there are \ery few t\ conimer- 
lals that can't be produced better on tape than 
in film or li\c! Surprised? Then at least have your 
ie\t tv commercials costed out for tape, whether 
or local or national use. 

Why better on tape? Incomparable "li\e" picture 
ind sound quality, no danger of a live goof. Instant play 
vick. Pushbutton-fast special ctfects. no lab pnnresMng. > mir 
ewards: production speed (you may \j\e weeks o\er film), 
omcnience, peace-of-mind. and frequently, lower cost. Call 
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your nearby t\ station or tape studio for spec *\s 
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No wonder 
more people watched 
the Republican Convention 
on the NBC Television Network 

than on the other two 
networks combined. 



"STRENGTH-IN-DEPTH" 

"NBC's Chet Huntley and David Brinkley 
still are the team supreme in the art of easy- 
going commentary. Brinkley's bits of off- 
beat information are special joys. 

"NBC's news strength-in-depth was never 
more evident than on Monday, both in the 
floor work of its skilled reporters (Frank 
McGee, John Chancellor, Ed Newman, San- 
der Vanocur) and in its ability to keep the 
story running through a long between-ses- 
sions lull, while the other two networks re- 
verted to regular programming." 

RICHARD K. DOAN, NEW YORK HERALD TRIBUNE 



"CONSCIENTIOUS" 

"NBC took the honors on the conscientious- 
ness of its coverage. It stayed on longest in 
the afternoon — right through the Ike parley 
— and was the first to return to the conven- 
tion in the evening." 

PERCY SHA1N, THE BOSTON GLOBE 



"CRISP WIT" 

"In terms of editorial content it was a day 
when David Brinkley's dry manner stood 
out : during a long lull his crisp wit on NBC 
can be a source of sustenance for a viewer." 

JACK GOULD, THE NEW YORK TIMES 



"PRE-EMPTS PROGRAMMING" 

"If NBC's coverage should lead the survey 
list here, it's understandable. Its willing- 
ness to- pre-empt regular programming 
earned the gratitude of the viewer who 
timed in his set to follow the Convention." 

DERN1E HARRISON. 
WASHINGTON EVENING STAR 



"MOST MEANINGFUL" 

"Judging from the thoroughness of the 
NBC coverage of the morning activities, 
that network is far ahead of the other two. 
Particularly informative was the analysis 
of the morning's session by each of the net's 
major newsmen. It kept NBC on the air 
nearly an hour longer than CBS or ABC, 
but it was clearly the most meaningful 
broadcast service of the convention so far." 

TERRENCE O'FLAHERTY, 
SAN FRANCISCO CHRONICLE 



"A COMPLEMENTARY PAIR" 

"It is easy to see why this pair (Huntley and 
Brinkley) has dominated convention cover- 
age since 1952. As those who watch their 
regular 30-minute newscasts each evening 
can vouch, the two make a complementary 
pair. They work easily together, but in the 
long run prove to be just as human as all 
the rest." 

FRANK WILSON. THE INDIANAPOLIS NEWS 



"GREAT NEWS ORGANIZATION", | 

"The great news organization of NBC dem- 
onstrated again the abilities that have 
placed it first in audience favor. David 
Brinkley, who easily observes the world of 
politics in a light-hearted manner others 
can acquire only looking through the bot- 
toms of wry glasses, shared the inevitable 
hanging studio with Chet Huntley. Though 
confined together for long hours, they 
seemed as agreeable as a couple on honey- 
moon and their mostly ad lib operation went 
as smoothly as if it had been scripted." 

AL SALERNO, N.Y. WORLD-TELEGRAM AND SUN 





CONSISTENCY 

"Huntley and Brinkley haven't had a single 
bad moment..." 

LAWRENCE LAURENT. WASHINGTON TOST 

"FINE INTERVIEWS" 

"The Good Hunch Award belongs to NBC. 
whieh decided to remain on the air with 
convention commentary throughout the af- 
ternoon, until the conclusion of the Eisen- 
hower news conference. 

"And in the time when they were the only 
station dealing with the convention they 
worked in some fine interviews and line 
summaries of the impressions gathered by 
the NBC team." 

HENRY MITCHELL, 

THE COMMERCIAL APPEAL, MEMPHIS 

"CRISP ANALYSIS" 

"Once again the Huntley-Brinkley combo, 
with an excellent location overlooking the 
convention hall, offered crisp commentary 
and analysis." 

KAY GARDELLA. NEW YORK DAILY NEWS 

"MOST ACTIVE FLOOR TEAM" 

"NBC appeared in the opening round to 
have probably the most active floor team..." 

RICHARD K POAN. NEW YORK HERALD TRIBUNE 

"OFTEN BRILLIANT" 

"The only real suspense engendered during 
most of the long dry periods is that which 
derives from a desire not to miss the often 
brilliant humorous asides offered by these 
NBC observers iHuntley and BrinkleyV 

WIN FANNING. PITTSBURGH POST-GAZETTE 



"ABSORBING CAMERA WORK" 

"NBC seemed to us to have the overall edge, 
via smoothest floor coverage and absorbing 
'human interest' camera work during the 
lulls in convention action. Ueuven Frank's 
production and camera staff take credit." 

ATRA BAER. NEW YORK JOU RN AL- A M ERIC AN 

"IN A CLASS BY THEMSELVES" 

"NBC's Chet Huntley and David Brinkley 
were again in a class by themselves..." 

IIOH WILLIAMS. NEW YORK POST 

"MORE PERCEPTIVE" 

"NBC was best by a wide margin in the 
coverage of the night's proceedings. It 
showed more vigor in getting to the heart of 
the various disputes or controversies; it had 
a surer touch in its handling of the farflung 
ramifications of such a sprawling event; 
and it got more perceptive and brighter 
comment from its two men at the top. Chet 
Huntley and David Brinkley. 

"Frank MeGee was particularly valuable 
as a backup man in the floor maneuvering, 
with others like Fd Newman, Sander Van- 
ocur and John Chancellor also on the ball." 

PERCY SIIA1N. THE BOSTON GLl HE 



"THOROUGH AND FAST" 

"NBC is still the leader in thorough and 
fast coverage. It's Chrt Huntley - David 
Brinkley team of anchormen towers abo\e 
their rivals and they are backed by the 
largest staff who dig up umi-ual. inform- 
ative sidelights." 

BEN l. ROSS NEW Yl RK DAILY NEW S 
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ABSURDITY 



Coverage of the Republican 
convention added to my suspicion 
that, while a radio and television re- 
porter's role required that he avoid 
being partisan, it's not likely that 
he can remain steadfastly neutral. 

But at no time during the cover- 
age of this first convention in the 
1964 series did 1 feel that the in- 
tegrity of any air personality — 
henee the networks — was anything 
but white, even wedding white. 

Not so in the aftcr-the-faet treat- 
ment of the networks by the after- 
the-fact report in Time magazine 
that last week chose to review the 
tv job under the heading of "Show 
Business." 

Describing NBC's "bigger share 
of audience than CBS and ABC 
combined" as being best "by a 
hair," the weekly's unabashed jeal- 
ousy showed through such plaints 
as: "Whereas they once moved in 
and televised conventions like any 
other major news event (1948, 
1952), they have now become so 
much a part of the seene and a 
source of the show that they are 
really participating as well as re- 
porting." 

And if there is any doubt as to 
Time's bleat (that the networks 
"show little respect for the politi- 
cians who are supposed to be the 
ecntral figures of the meeting") be- 
ing a display of editorial partisan- 
ship, the clincher, by this every- 
seventh-day engine of neutral 
communication, dcericd the net- 
works thus: '"Spending all their time 
fussing over the latest developments 
among the sorry pack of obvious 
also-rans, they made no real at- 
tempt to concentrate on the man 
who had the nomination sewed up 
from the start." 

Unlike Time magazine, broad- 
casters arc required by law to work 
in the public interest. And they do! 




Thanks from Biddle 

1 want to send you my personal 
thanks for your Biddle Research 
Panel story in the June 29 issue 
of Sponsor. 

Our people here arc most ap- 
preciative of your three-page ar- 
ticle. 

Stanley M. Heggen 

Creative Department 
The Biddle Co. 
Bioomiiigton, III. 



Radio Coverage 

Your coverage in Sponsor of 
radio's activities during the past 
months has been truly outstand- 
ing. 

Maybe it's because radio is doing 
more and more things that are 
newsworthy . . . but you and your 
staff arc responding with an ex- 
cellent job of thorough and in- 
telligently selective reporting. 

As 1 recall from your last visit 
to San Francisco, this is precisely 
what you said you were going to 
do. 

Wn mam D. Shaw 
V ice president and general manager 

ksfo 

San Francisco, Calif. 



A Kindred Feeling 

It was with great interest that 
1 read the article, "Youth, the neg- 
lected $50 billion market," in the 
July 13, 1964 issue of Sponsor. 

The article was particularly in- 
teresting in view of the fact that for 
nearly four years, we at KJR have 
been researching the Young Adult 
market. 

While it is true that many articles 
in the past have appeared in vari- 
ous national publications, each 
article varies slightly in percentages 
and general information. As a re- 
sult, in our search for information 
we could not find one single source 
of reference material. That led to 
many months of research and 
study on our part. 

We now have available that in- 
formation in slide and written form 
which we have been using quite 
successfully for the past year. If 
you feel that there would be suf- 



ficient interest on the part ofi 
Sponsor to publish such a report] 
wc would be happy to send you a] 
copy. 

Art Kulman 

Sales Manager 
KJR 

Seattle, Wash. 



Congratulations 

The Board of Directors of the 
Colorado Broadcasters Assn. has 
asked me to drop you a line tos 
congratulate your organization fori 
the fine job of reporting they have 
done on the CBA-sponsorcd Men- 
delsohn Survey . . . "Nationwide 
value in statewide survey," (July 
6). The article is most compre- 
hensive and factual, and we have 
had many fine comments from 
readers. . . 

Isabel l L. Prien 

Executive Secretary 
Colorado Broadcasters Awn. 
Denver, Colo. 



Enjoys Format 

... I want to commend you on 
the bright, new format of Sponsor. 
Boy, do you ever look modern! 1 
wonder how you keep looking bet- 
ter when you were already so 
good. Well, this is the indication of 
an open, creative mind. 

John F. Huri but 

President and General Manager 
WVMC Radio 
Ml. Carmel, III. 



A Word of Thanks 

Your kind treatment is one of 
the most exciting things that ha§| 
ever happened to us — "Children 
are the most" (July 13) and "Youth 
— the neglected $50 billion market" 
(July 20). 

All of us deeply appreciate your 
interest and encouragement. You 
have given us a great deal to live 
up to and if we do succeed it will 
be because of friends like you. 

Mel Hei itzer 

President 

llelitzer. Waring A Wavne, Inc. 
New York, N. Y. 
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THE WEEK in WASHINGTON 

PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



Jaly 21, 196L 

Big splashes in excise tax and copyright 1 gislation in Washington last 
week will eventually land on broadcasters and product sponsor' — Jar.jcning or 
refreshing, depending on the point of view. 

Tv manufacturers, NAB's acting president Vincent .Vasilewski and LIA ' s 
Delbert E. Mills, among others, were set to march up the hill once again to 
plead for reduction or end to excise on tv sets. NAB will qrrue ir.dastry n : 
for help to offset price rise due to compulsory all-channel tv sets . 

CATV people are asking for elimination of their excise sufferings . o 
are: Theater Network Tv, Goddard Lieberson for Columbia Records and the 
industry, and several hundred other appellants scheduled for House V.'ays and 
Means Committee hearings. Veterans of the interminable excise revision hear- 
ings on the 1956 Forand Bill, who are still paying hefty 10 percent excises, 
will wonder where all that yelling went — and if this will go anywhere. Hear- 
ings on revision of the excise structure got under way last week. 

For once, the Chamber of Commerce and CI n -AFL labor spokesmen were in 
partial agreement . The chamber indicated indirectly, the 'I^-AFL. bluntly, 
that the excise tax at the manufacturer level is a bad move. 

The chamber advises an end to Dresent excises as discriminatory and too 

- - 

high, pinning luxury labels on necessities. The charter would make excises 
universally applicable to all goods and services, and slim them down to per- 
haps two percent at retail level. Neither business nor labor spokesmen would 
end. excise on cigarets, alcohol and gasoline taxes for the highway fund. 

Another colossus of federal legislation to come out last week was the 
Library of Congress' bill revising the ^-year-old Copyright Act" ! .his one 
will be around a good while as creators and users, publishers and broadcasters 
fight the perennial battles in House and Senate copyright committee hearings 
during the 89th Congressional Session." 

Highlights of interest to broadcasters: Copyright term wo ild be ^x'in, ^ 
to life plus 50 vears, in place of the present 2 r year term renewable for a 
second 28 years. Author or heirs can cancel original assignment or transfer 
of licensing rights after 35 years, on two years' notice to the assignee. 

This should cause some competitive rug-pulling when an oldie misical, 
film or dramatic property becomes a newie on revival. A single national copy - 
right system will automatically place all works under statutory protecti n , 
published or unpublished. This does away with the old perpetual "common law' 
copyright which continued as long as the creation remained unpublished. Corp- 
orate or anonymous works would get a term of $ years from publication with 
a maximum limit of 100 years from creation of the work. Desilu and 3oodson- 
Todman productions could just possibly be aromd that long. Effective date 
for the new copyright laws is a hopeful Jan. 1, l Q i . 

~— ■ 1 CONr r,UtD ON NEXT MG£ 
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THE WEEK in WASHINGTON 

PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 

In spite of protests by educators and educational tv'ers, the law drops 
the "for profit" factor in public performance that requires performance royal- 
ty payment . Instead, it spells out just what the educators, church and charity- 
users are entitled, to in free use of copyrighted, material. 

Educational tv stations are not given a blanket right of "fair use" ex- 
tending to copyrighted, broadcast or other nonbroadcast material. Exemption 
from royalty payments is made only if material is used "within" school, no ad - 
mission is charged or, if there is a charge, it goes into educational fund . 
The same rules apply to charity or church performance. Educational tv'ers 
will have to get permission from the copyright owner to use material for free 
in over-the-air broadcasts. 

Hotels will not be liable for licensing demands on music broadcast over 
loudspeakers , or for programing on private radio or tv in hotel rooms, as long 
as it is all part of free service to guests . If guest room radio or tv is 
coin-operated, or if hotel owner dubs in advertising of his own to replace 
that of the broadcast program, he is liable for license. Infringement penal- 
ties under the proposed, bill are stiff. 

Pay tv people may worry about term, "coin-operated receiving apparatus," j 
which incurs performance royalty. Some forms of pay tv might use a coin-box 
system and worry over liability, even if the set is normally excluded because 
it is in a private home. Copyright office spokesmen say pay tv was not in 
mind when this bill was drafted . Pay tv people can suggest corrective wording 
at hearings if they fear inadvertent trap for coin tv devices. 

FCC's snap decision to award interim operation of KRLA Pasadena to educa - 
tionally owned Oak Knoll Broadcasting last week may be regretted . Commission- 
ers Lee Loevinger, Robert T. Bartley and Frederick Ford dissented from the 
four-man majority grant made on the basis of an oral hearing. The three were 
shocked at failure to call for evidentiary hearing on an interim operation 
that could, go on for a full three-year term. 

The FCC majority favored Oak Knoll, subsidiary of the Broadcast Founda- 
tion of California, Inc., over four other interim applicants, including Good- 
son-Todman, chiefly because Oak Knoll will not be among the 19 applicants 
scrambling for permanent possession of KRLA . Also, Oak Knoll will turn over 
80 percent of its profits (half the fund to be held in escrow) during interim 
operation to California educational tv station KCET. New owners would begin 
operation Aug. 1, when KRLA's 1962 revocation finally goes into effect. 

Commissioners Bartley and Loevinger are grimly certain KRLA will need 
more than the expected $1, £00,000 annual income, and will have more than $1,- 
200,000 operating expenses. FCC has made a thorny condition : KRLA must sub - 
mit plans to end overlap and interference with two other stations within 60 
days. The task has baffled all previous efforts, dissenters pointed out. 

Bartley and Loevinger 's separate dissent also objects to station's "fran - 
tic rock and roll" programing , which Oak Knoll would continue. FCC majority 
is satisfied there's enough good music and culture on the local air from other 
sources. The majority was undisturbed by the irony of having educational man- 
agement promote funds for educational tv with revenues from a Top k0 radio 
station which reportedly played "Sugar Shack" 91 times in one week. 
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Charge Political Waiver Adds to Clutter 



calls on NAB Code Board to reconsider exemption 
Df political spots from commercial content count; NAB's 
3ell argues that the waiver is only an experiment 



Nov York — The American 
\ssn. of Advertising Agencies has 
aken the NAB to task for its waiver 
>f time standards for paid political 
noadcasts. In a letter to Clair Mc- 
"ollough. chairman of the I v Code 
Review Hoard. Richard A. R. I'ink- 
um, led Mates & Co.. chairman ol 
!he AAAA's Broadcast Operating 
ommittee. called on the Code 
ioard to reconsider its waiver, 
harging that unlimited political 
pots contrihute to " clutter." 

Declared Pinkham on behalf of 
jis committee: "Advertisers, ami 
gencies. and. indeed, most broad- 
asters have been studying the prob- 
:m of excess 'clutter' ami its in- 
stable effect on viewer attitudes 
nd advertising effectiveness fur 
)ome time. Though developments 
ia\e been slow, some advances 
ave been made which indicate that 
k do seem to be getting some- 
there." 



The latter was apparent!) a refer- 
ence to periodic closed-door ses- 
sions held to iron out mutual prob- 
lems in broadcast advertising. 

Continued Pink ham: "It seems to 
our committee, however, that the 
recent decision by the I \ Code Rc- 
\ iew Board to wai\e commercial 
time standards during the coming 
summer and fall constitutes a giant 
step backward." 

He said that if stations "are to 
he allowed to schedule spot politi- 
cal announcements in addition to 
existing commercial regulations 
without any reduction of the usual 
clutter of credits, promotions, 
billboards, etc.. then the public can 
onK suffer still further — and ad- 
vertising effectiveness, too." 

Recognizing the obligation and 
need for stations to carrv political 
announcements. Pinkham neverthe- 
less argued. "It seems to us . . . 
that this could better be accom- 



Storer: Political Product Spots Alike 



Miami, Fin. — Despite the NAB 
v Code waiver, the live Storer 
Jroadcasting Co. television stations 
• ill treat political and product 
nnouncements alike in the nor- 
ud program commercial content 
,ount. 

In a policv memo to the sta- 
ions. Bill Michaels, vice president 
>f Storer's tv division, said it 
>ould not be in the companv\ 
uig-range interests to take ad- 
antage of the code waiver, exempt- 
ig political spots from the content 
>unt. 

The memo read: "While, as al- 
avs. we will certainlv cooperate 
1 t 

x 
In 



ditical candidates in each of our 
realities, we will continue to in- 
lude political announcements in 

ly 17, 1964 



our maximum content calculations 
and abide bv the normal code lim- 
itations without regard to the 
political classification exemption 
For example, in a participating 
half-hour we will retain the six 
commercial minutes maximum, re- 
gardless of whether the announce- 
ments are product commercials or 
political announcements." 

When queried, the NAB Code 
oflice said that the Storer decision 
was the first brought to their at- 
tention, adding that there was 
nothing in the code to prohibit 
stricter rules 

Just rceentlv, Storer announced 
a revers.il of its piggyback pohev 
(Sponsor, Julv 20. p. -U In the 
future, the stations will accept 
piggvbacks at a premium rate 




Pinlrtjm 



"gijnt tl*p backward 



plished through the scheduling ol 
such spots in unsold commercial 
positions or. if need be. through 
preemptions." 

Pinkham concluded' " I lie com- 
mittee has asked me to urgcntlv re- 
quest that the Iv Code Review 
Board reconsider this waiver." 

Contacted bv Sponsor, Howard 
H Bell, director of N \B\ I cle- 
vision C(Hle \ulhontv, emphasized 
that the waiver was m the nature of 
an "e\|vriment" and for this ck\ 
tion onlv "It is not intended to l>e 
a final judgment." he said. "We 
wanted to see what the reacti mi 
would be and how it would work 

Bell added that some broadcast- 
ers are strough in favor of the 
waiver (because of scheduling prob 
lenis arising from equal-time re- 
quirements) while others are not 
In the anti-vv.nver camp is Ston.r 
Broadcasting which has just an- 
nounced it would treat pnnluct 
and pxilitic.il announcements .Ike 
in commercial content count 

Bell indicated that there would 
probablv be no direct response t 
the \\\ \ request, although i >. 
niav be conversations ibis «(. k 



is 



Viewers Prefer Baseball Game 
At STV's Los Angeles Opening 

Dodgers-Cubs game drew 61 percent of viewers at STV's 
opening night; African drama took second-place spot 
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Los Angeles — Who was watch- 
ing what on pay tv? On the night 
the curtain rose on pay tv in Los 
Angeles (see Sponsor, July 20, 
p. 19), more than a third of the 
2500 actually wired for the service 
were watching. Another 1500 have 
signed but have not been hooked 
up as yet. 

According to Subscription Tele- 
vision, Inc., 61 percent watched the 
Dodgers play the Cubs. Another 23 
percent watched the South African 
drama, "Sponono," while the re- 
maining 16 percent chose a film 
on surfing. Prices for the attrac- 
tions ranged from 75 cents to 
$1.50. 

Tn other moves, STV announced 
that Thomas F. Greenhow, former 
vice president of McCann-Erick- 
son, has been named vice president 
of STV Programs. Inc. Greenhow, 
who handled western division tv 



activities for McCann, will serve 
as assistant to Sylvester L. (Pat) 
Weaver, president of STV, and will 
report directly to him. 

STV is also still signing promot- 
able properties. This time, it's the 
famed Concertbegow Orchestra of 
Amsterdam, signed to an exclusive 
contract. 



Palisade, N. J. — Advertise — 
or else! That's the essence of the 
warning sounded by Irving Rosen- 
thal, president of Palisades Amuse- 
ment Park, to fellow operators of 
outdoor showplaces. 

"The American entertainment 
and recreation industry is so highly 
competitive today," he said, "that 
astute amusement park operators 
will not dare to sit back and wait 
for business to come to them." 

Rosenthal pointed out that his 
firm spent 25 percent of its gross 
income on advertising ("and every 
cent of it is worth it") — with 
continuous heavy saturation cam- 
paigns on New York and New 
Jersey radio and television sta- 
tions during the spring and sum- 
mer months, in addition to other 
media. 

"The American public has more 
leisure time and more money to 
spend than at any other time in 
the history of our nation and yet 
many a spring and summer sea- 
son has drifted by without park- 
men doing anything about it," 
Rosenthal declared. "For this rea- 
son, many a park has not only lost 
its share of the American's enter- 
tainment budget, but has suffered 
serious financial difficulties." 

Rosenthal continued, saying: 
"Experience has taught members 
of our industry that people will 



Radio Sets Outsell Tv 
By 3V2 to 1 in Canada 

Toronto * — "Radio is biggei 
than ever," says the Canadia 
Radio Sales Bureau, citing figures 
that show radio sets are outselling 
tv sets in Canada by a ratio ol 
3'/ 2 to 1. 

According to RSB, a total oi 
1,725,926 new receivers were sole 
in 1963, bringing the nation'; 
count to 11,317,681 radios. Thi 
represents a 15 percent sales gai 
over 1962 as compared with ar 
8.6 percent gain in tv set sales 
Sixty-eight percent of all radio; 
sold last year were either portable 
or car radios. Set sales figures foi 
the first quarter of 1964 were 2 
percent higher than the same perioc 
last year. 



seldom go to any amusement pari 
unless they are given attractive in 
vitations and incentives to do sc 
. . . You can hardly spend a mo 
ment in the metropolitan Nev 
York and New Jersey area durins 
the spring and summer month 
without being reminded via all ad 
vertising media to visit Palisade 
Amusement Park." 



Tv Spending Continues 
On Upswing in Canada 

Toronto — Tv advertising ex 
penditures continue on the increas- 
in Canada with the announcemcn 
that spending for April. 1964. \va 
25 percent above the same montl 
in 1963. 

According to the Television Bu 
reau of Canada, advertisers pur 
chased $7,049,042 worth of tim- 
in April of this year as comparei 
with $5,660,920 the previou 
year. 

In its breakdown, the TVB re 
searchers report that food an( 
food products showed the bigges 
dollar cain — from $1,182^99' 
in April. 1963. to $1,769,873. .| 
50 percent increase. 

Drugs and toilet goods rccorde< 
a 19 percent boost, and apparc 
advertising on tv jumped 66 per 
cent. 



UA and STV in Deal 
For Top Feature Films 

Los Angeles — United 
Artists has agreed to supply 
Subscription Television, Inc., 
with major motion picture 
feature films on what was de- 
scribed as an "experimental 
and exploratory basis." 

The deal includes such films 
as "Irma La Douce," "Dr. 
No" and "Lilies of the Field." 

According to the deal, STV 
has the right to televise the 
films to its subscribers, be- 
ginning nine months after the 
end of the first run motion 
picture theater release in Los 
Angeles and San Francisco. 
The films will not be available 
to free television during the 
one-year period STV holds 
the rights. 



No Ads, No Dollars, Says Park President 
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Leading Beer Companies Rely on Spot Tv 



ded to spot tv. registered the larg 
est percentage gain since 1957 
:in SO percent boost Spot tv has 
accounted for more than two-thirds 
of Carhng's ad budget for the past 
three years, and the company's 
1963 spot investment of $4.5 mil- 
lion was more than three times 
the 1957 level. 

Sehlit/ was the exception to the 
rule of uninterrupted growth 
among the top five. Although sales 
have increased IS percent over the 
six-year period, the company lost 
ground from 1957 to 1 900, when 
it was least spot t\ conscious. 
I'abst. ranking Sth in 1957, is 



NC&K Tailors Subsidiary for Clients 
With Billings Under $1 Million 



fjtry survey shows top five beer firms are leading spot 
t advertisers; points to growth in face of industry slump 

New York — Spot tv has 
s rked a "boom amid the dol- 
fc'mis" in the beer business, judg- 

i In a survey just released by 
t television division of Idwaid 
I ry and Co.. Inc. 

The survey shows that the five 

Ijyest selling beer companies — 
4^ he user - Bnseh. Sehlit/. I'abst. 

Crling aiul l-alstaff — also ac- 
cented for most of the $26 mil- 

l i hike in spot tv spending by 

Kwers between 1957 and 1963. 

1 rther, the "big five" registered 

s s increases which, on the aver- 
*m\ were more than four times 

■ large as the six-year gain for 
v tl industry as a whole. 

I \lthoiigh the brewing industry 
l.ged behind the national average 

ii sales with an II percent boost 
ii barrel sales between 1957 and 

II ->3. the five leaders recorded a 
•Mopping average gain of 45 per- 
*|t during the same period. In 
■skime. the "big five" enjoyed a 
«l*s increase of more than 10 

nJion barrels for the six-year 
piiod. This contrasts sharply with 
a Irop of more than one million 
'ii combined barrel sales for all 
■jcr beer companies, 
i I n releasing the report. "Roll- 

■ Out the Barrels." Martin L. 
' rman, executive vice president 

m Petry. declared. "It is one of 
tl few analyses turned out by 
ui industry which directly relates 
ureases in sales to an increase 
ii the use of spot tv." 
I )ver the six-year period, the five 
Idlers nearly tripled their spot tv 
irjjstment. with an increase of 
rrVe than $17 million, and be- 
tven 1957 and 1962. these same 
ciMpanies accounted for 87 per- 
Cit of the total increase in use 

0 spot t\ by the beer industry. 
Ii 1963. "big five" tv spot spend- 
Ill was double that of the second 

n Jium used to sell beer, outdoor 
a ertising. 

1 \nheuser-Busch. sales leader in 
lb industry and a consistently 
h vy user of spot tv. scored a 54 
prent sales increase since 1957. 
Cling, the company most wed- 



now third in s.des Since I9SS, 
spot tv has represented more ill m 
60 percent of the I'abst measured 
media budget 

Kdsiaff, the onlv region. tl Iwr 
among the top five, merea ed its 
spot t\ six'iulmg by 20 pcicent 
over the six-year period, with a 
corresponding 30 percent increase 
in barrel sales 

I he study also showed how the 
leading beer companies applv spo' 
tv pressure depending upon the 
requirements ot iiulividu.il mar- 
kets. For example, in the fourth 
quarter of 1963. Curling was the 
heaviest spot tv advertiser among 
the top five in Baltimore, while 
Anheuscr - Busch was tops in 
Washington, with balstaff domin.it- 
nii» in St. Louis 



New York — Norman. Craig & 
Kummel. Inc. has put out the 
welcome mat for small advertisers 
who want big agency services with 
the formation of a new subsidiary 
aimed specifically at clients with 
billings under SI million. 

The new operation. Howard 
Marks Norman. Craig & Kummel. 
Inc.. "will do its own copy and 
art for its clients, but in all other 
areas, it will have access and draw 
upon the resources of NC&K." 

Heading the subsidiary will be 
Howard Marks. a successful 
Cleveland. Ohio, agency owner, 
who is well known in the industry 
for his broadcast orientation 
Marks pioneered the singing jingle 
for local advertisers, and in the 
early 1950s, before the practice 
became relatively widespread, he 
advocated bulk spot packages for 
his local clients 

Marks joined NC&K just five 
months after opening a New "i ork 
branch of his Cleveland agencv 
He hail already sold the major 
portion of his firm. 

Norman B. Norman, president 
of NC&K. in announcing the new 
operation, emphasized that the 




subsidiary "is not to tv confused 
with the multiple agency concept *' 
lie added that clients with an 
"annual billing of under a mil- 
lion dollars want lo deal with 
agencv principals I hey also want 
top-notch creative work, and they 
truly require many of the extra 
services now provided only b 
major agencies " 
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Radio Code Is Answer to Industry Critics— Stone 



NAB code manager tells Idaho Broadcasters that "strong 
voice of a united industry" must answer broadcast critics 

Burley, Idaho — "Wc can't 
answer our critics with individual 
whispers." Charles M. Stone, radio 
code manager of the National As- 
sociation of Broadcasters, told the 
Idaho Broadcasters Assn. last week. 
"They can only be answered 
through the strong voice of a united 
industry's Radio Code — with 
proper staff administration and an 
effective program of enforcement." 

In his bid for wider code support 
by broadcasters, Stone said that in 
our free enterprise system we have 
the right to choose freely "but this 
right carries an obligation to choose 
wisely, and, as a community of 
broadcasters, the more self-im- 
posed obligations we accept, the 
freer we are going to be." 

Stone declared that the only 
choice involved in subscribing to 
the code "is a decision between in- 




Stone 



'we can't answer in whispers" 



action or participation in this busi- 
ness of preserving self-regulation 
and improving the substance of ra- 
dio's image." 

"Our code is strong," the NAB 
executive said, "and it is being 
made even stronger by virtue of the 




I* 

Charles Standen 




Herb Daniels 



Standen New President of Tatham-Laird 

Daniels to the position of executive 
vice president in charge of the 
agency's New York operations. 

In announcing the Standen ap- 
pointment, Tatham said, "Wc de- 
cided to make this change for a 
couple of reasons. The agency has 
now grown to the point — in biil- 
ings, profits, diversification and 
caliber of clients — where wc are 
ready for accelerated growth and 
expansion . . . Particularly, we ex- 
pect to devote time to a more com- 
plete concentration on our product, 
which is the advertising wc produce 
for our clients." 

Born in Lorain, Ohio, in 1917, 
the new Tatham-Laird president 
has served the agency in a variety 
of positions. In 1959, he was ap- 
pointed the agency's director of 
business development. He has also 
headed the agency's contact depart- 
ment, served as management direc- 
tor on several important accounts 
and on the board of directors. 



Chicago — Tatham-Laird, Inc.. 
has a new president — and for the 
first time in the agency's 18-year 
history, his name is neither Tatham 
nor Laird. Taking the reins of the 
Chicago based firm will be Charles 
R. Standen who has been named 
president and chief executive offi- 
cer. 

At the same time, Tatham- 
Laird's board of directors named 
Kenneth Laird as chairman of the 
board, Arthur E. Tatham to the 
newly created post of chairman of 
the executive committee and Herb 



constant increase in the number o 
broadcasters who have elected t 
put their shoulders to the wheel. 

In another talk before the Idah 
broadcasters, Sherril Taylor, NAB 
vice president for radio, announce 
that plans have been completed an 
a format approved for the NAB 
Radio Program Clinics in Septen 
ber. The clinics, which will rans 1 
in content from the production (. 
commercials to trends in musii 
were described as "pilots." repn 
senting an "all-out industry effo 
on the part of NAB to cull th 
freshest, most exciting, and creativ 
programing ideas from the radi 
industry at large." 

The clinics will be held in PaN 
Alto, Calif. (Sept. 18), Memphi 
Tenn. (Sept. 21), Omaha, Nel 
(Sept. 23) and Tarrytown, N. V 
(Sept. 25). 

ir 



Motorola Lists Record 
First Half Earnings 

Chicago — Business is boomirl 
for Motorola, Inc., with reporte 
record earnings for both the secon 
quarter and the first half of 196-' 

According to Robert W. Galvii' 
chairman of the board, secon 
quarter sales were $101,698,05 
an 1 1 percent increase over tl 
previous high of 591,576,134 
the same quarter of 1963. Earnim 
for the quarter were $4,448,341, • 
25 percent boost from the previoi 
second quarter record of $3,556 
427. 

First-half earnings were at d 
all-time peak of $8,678,218, up 
whopping 76 percent from tl 
$4,913,094 recorded in 1963. 

In his report, Galvin pointed oi 
that color tv receivers using tl 
Motorola-developed 23-inch ret 
tangular picture tube are now i 
large-scale production with outpi 
scheduled for continued increase, j 

"This product line," he said, "i 
addition to other new color receive i 
and our well accepted 1965 line < 
black and white television, radii | 
and phonographs, heralds increase i 
consumer business." 
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jgaret Companies Post Gains 
! n Spite of Adverse Publicity 



New York — II the Surgeon 
.'iienil\ report on smoking, the 
real of cancer-labeling legislation 
»d anti-smoking legislation in gen- 
M were unsettling to the nation's 
:aret maiiufaeiurcrs, it hasn't 
own up in I he profit and loss 
(hi ni ns. Two more firms, \meri- 
>n Tobacco and R J. Reynolds. 
i\e reported boosts in earnings. 
R. J. Reynolds | ohaceo Co. lists 
t earnings of $32,207,000 for the 
ree-monih period ending June 30. 
lis represents a slight increase 
er the $32. 1 25.000 reported the 
.wious year Reynolds' earnings 
the first six months were $59.- 
,000. again a slight increase 
cr the $59,631,000 reported the 
t evious year. 
The profit picture for American 

iner Quarter and Half 
ir Storer Broadcasting 

.Miami. Ha. — Recording a 10.5 
rcent hike in t\ revenues and 9.5 
rcent in radio. Storer Brnadeast- 
k reports a record 1964 second 
Lvirier. Gross revenues increased 
|pm $10,147,147 in 1963 to $11.- 
12,173 in 1964 

New income lor Storer's 1964 
:ond quarter increased to $1,990.- 
'3 (or 9S.6 cents per share) from 
.304.437 the previous year (or 
.3 cents per share). The 1963 
:ure included a nonrecurring loss 
$256,247 on disposal assets. 
Revenues for the first six months 
1964 were $21,430,332. up from 
9.91 7. S5S. Earnings jumped to 
L5S5.2I3 in 1964 as opposed to 
'2.931.654 in 1963. 
George B. Storer. Jr.. president 
the company which operates 12 
dio and tv stations in eight states, 
iributed much of the radio sta- 
ins' increase to the fine showing 
wv being made by the company's 
:w York station. WHN. which 
is purchased in 1961 for a record 
million. He attributed the in- 
( eases in t\ revenues to the cou- 
pling growth trend of the indus- 
.. particularly in the larger mar- 
•t. 



I ohaceo was even blighter, with the 
company reporting thai net income 
lor the first m\ nionihs ol 19M u.is 
the highest in lis history lirst hall 
net income amounted to $32. l >5^.- 
000 as compared with s 3 1 .2N9.000 
m the first half of 1963. 

In the 1964 second quarter, sales 
and earnings set record highs. Net 
income for the three months ended 
June 30 was $19,523,000 as eom- 
pared with $ 1 7.3WS.OOO lor the 
1 963 second quarter. 

Robert B. Walker. \niencan 
Tobacco president, said thai adver- 
tising and promotional expenses 
during the first half of 1964 were 
the highest in the company's history 
and reflected the cost of introducing 
such new brands as Carlton. Hall 
and Half (pipe tobacco in a filter 
eigaret) and New Montclair. 

Walker added that the increase 
in ihe company's second quarter 
dollar volume (more than $6 mil- 
lion) reflects sales gains by Pall 
Mall, the company's biggest brand 
and largest-selling eigaret in the na- 
tion. The same is true, he said, for 
the company's lares ion cigarel 
which pioneered activated charcoal 
filtration. 



Fogarty To Head 
Iowa CATV Firm 

IKs Moines, Iowh 11k m wlv 
toinud Meredith \veo Iik s<.t up 
ti> up*, rale community auk nn svs 
lenis. has just cleeled I rank I ivartv 
as lis president 

Other officers elected were \i 
tluir Rasimisstii. vice presuleni 
II >. 1 ngeldinger. treasurer (mi 
don I utile, secretary 

Ihe company, formed earlier this 
month, has a planned capitali/a 
Hon ol $10 million, and stoek own 
erslup will be held equallv bv 
Meredith and \vco 



Xerox Bankrolling U.N. 
Entry into Television 

.New York With the Nero 
Corp. picking up the ^4 million 
tab. the I niled Nations is making 
its eniry into television via the for- 
mation of Telsun Foundation, lnc . 
a non-prolit organization headed by 
Paul I loffman. managing director 
of the I ' N Special I und 

I he $4 million has been 'un- 
pointed lor making si\ 90-minute 
filmed dramas aimed at the draina- 
ti/ation of the whole range of I N 
aetiv ities. 

Because of the nature of the p.o 
grams Xerox will dispense with 
commercials, limiting its message to 
institutional identification 



DDB Third Major Agency To Go Public 



New York — The other two ma- 
jor ad agencies which decided to 
go public arc about to have com- 
pany — Doyle Dane Bernbach. Inc. 
The fast-growing agency last week 
announced that it had filed a regis- 
tration statement with the Securities 
and Exchange Commission for the 
proposed sale of 247.000 shares of 
Class A stock. 

Bv its action. Dovle Dane joins 
ranks with Papert. Koenig. Lois. 
Inc. and Foote. Cone \ Heldmg. 
Inc. 

Dovle Dane currently bills about 
$75 million, and in the last year 
has found itself increasing!} in- 
volved in tv advertising. A vear 
ago. the agency's tv work was only 
about 19 percent of total billing 



This vear. the tv figure is expecud 
to more than double 

Shares of stock to be otfered lo 
the public are currently in the pos- 
session of 25 shareholders who will 
continue to own substantial amounts 
after the sale is eompleted Ihese 
include William Dane, president of 
the agency. Ned Doyle, executive 
vice president, and Maxwell Dane, 
viee president and genera! manager 
\lthough the SI C has not vet 
given Dovle Dane ihe green light, 
prospective buyers will be nvesting 
in a company which earned ^23 >.- 
MO in IWM. <4|4.<^2 in P>f>2. 
s,s()o."4u m and ^s^s.oos 

in the tirst halt of I^M It jumped 
in billings from $2* million n I 1 ** 
to the current million 
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Sarnoff Opposes Curbs on Use 
Of Election Night Computers 



Providence, R.I. — Voicing strong 
opposition to those who would re- 
strict the use of computerized elec- 
tion results until the polls close. 
Robert W. Sarnoff. NBC board 
chairman, told a commencement 
audience at Bryant College, "Re- 
straints on the free and speedy flow 
of election return data would not 
only be at odds with the basic prin- 
ciples of democracy, but would re- 
move a bulwark against the im- 
proper manipulation of such infor- 
mation — muzzling the watchdog 
while the front gate remains wide 
open." 

Sarnoff pointed out that the call 
for prohibitive legislation was "born 
of the expressed fear that reporting 
results from eastern states could 
influence the decision of voters in 
the West where the polls are still 
open." 

He added: "1 believe the discus- 
sion largely ignores the basic func- 
tion of a news organization — of 



NBC Radio Racks Up 
$5 Million in Sales 

New York — Business is better 
than ever at NBC Radio with the 
network reporting an impressive $5 
million in sales from April 16 
through July 17, 1964. Including 
both new business and renewals, 
this represents a 78.7 percent hike 
in sales over the same period last 
year. 

"Total sales for all of last year 
were our biggest since our format 
change in I960," said William K. 
McDanicl, executive vice president 
in charge of the NBC Radio Net- 
work division. McDanicl added 
that this "demonstrates once again 
advertiser awareness of radio's 
ability to move merchandise." 

A highlight of the network's new 
business was the return of the Pet 
Milk Company to network radio 
after a 10-ycar absence. 



an open communications system — 
in a free society. It is the obligation 
of radio and television, in common 
with all news media, to present sig- 
nificant information to the public 
as soon as it is available, using all 
the best tools at their command." 

Sarnoff said that those who 
would silence the machines with 
legislation "do not have the answer 
to the problem, if indeed there is 
a problem. It seems to me that the 
real challenge is to our willingness 
to acknowledge these new tech- 
niques as a welcome ingredient of 
our times, placing additional reli- 
ance on individual responsibility, to 
be sure, but quickening the free 
flow of information so vital to our 
free development." 



ABC-Paramount Reports 
Record Quarter Earnings 

New York — A 40 percent boo: 
in second quarter earnings has bee 
reported by Leonard H. Golde 
son, president of American Broa 
casting-Paramount Theatres, Inc. 

Earnings of $2,568,000 in th< 
second quarter of 1964, as com- 
pared with 51,830,000 the previou: 
year, represent the highest for an) 
such quarter in the history of tht 
company. On a per share basis, the 
increased earnings mean 56 cent; 
a share as compared with 41 cent: 
a share the previous year. 

It was pointed out that the hike j 
in earnings principally reflected im- 
provement in tv and radio broad- 
casting and theaters. 

Also, the company reported, 
some benefit was derived from the 
lower 1964 Federal income tas 
rates. 

In his letter to stockholders. 
Goldcnson also cited the perform- 
ance of the ABC Television Net- 
work which, he said, achieved 
higher audience levels than last 
year both in nighttime and daytime 
programing. 



Rollins, Capital Cities Profits Rise 



New York — Rosy profit pic- 
tures have been noted for Capital 
Cities Broadcasting Corp. and 
Rollins Broadcasting. Rollins' year- 
end report showed a boost of 54.1 
percent in earnings over the previ- 
ous year. Capital Cities recorded 
a 44 percent hike in net profits 
for the first half of 1964. 

Rollins revenues for the year 
ending April 30, 1964, were $9,- 
130,958, an increase of 15.6 per- 
cent over the previous year's $7.- 
899.744. Earnings were' $894,254 
as compared with $580,388 the 
year before. On a per share basis, 
earnings were 93 cents, an increase 
of 52.5 percent. 

O. Wayne Rollins, president of 
the diversified firm, in his report 
to stockholders said that Rollins 
television division's revenue growth 
was almost 40 percent better than 
over-all tv industry growth, and 
that the radio division's revenue 
growth was more than one and a 
half times better than that of the 
radio industry's revenue growth. 



He added that for the tenth con 
sccutivc year the national sales for 
the company's Negro-programed 
radio stations showed an increase 
of approximately 30 percent. 

In addition to three tv stations 
and seven radio outlets. Rollins 
also markets cosmetic products for 
Negroes and operates an outdoor 
advertising firm in Mexico and the 
United States. 

Net profit for Capital Cities in 
the first half of 1964 was up 44 
percent, from $912,445 in 1963 
to $1,309,381 this year. Also, ac- 
cording to Frank M. Smith, presi- 
dent of Capital Cities, the current 
profit is more than double that of 
the 1962 first half when a total 
of $633,025 was recorded. 

Among the reasons cited b\ 
Smith for the increases arc the 
rising demands for broadcast time, 
especially on the local level, and 
development of two stations ac- 
quired in late 1961, WPAT-AM- 
FM Patcrson, N.J., and WKBW- 
AM-TV Buffalo, N.Y. 
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Alcoa yearns for program autonomy 

Don't jump to the inference that this could 
turn into a trend, but Alcoa will, by the end of 
the 1964-65 season, have had it as just one of 
multiple sponsors in a program. It's talking about 
going back to supporting a show of its own. 
In terms of economics, Alcoa will admit that 
it's quite well off with the program that it's in, 
namely Huntley-Brinkley, paying $19,200 for 
a commercial minute and getting a cost-per- 
thousand of $2.10. But two facets appear to 
be rankling Alcoa: (1) the fact that the Huntley- 
Brinkley strip has at least nine other corporate 
sponsors and who knows how many different 
products, (2) as man doesn't live by bread alone, 
a firm of Alcoa's stature should look to other 
values — like, for instance, prestige, an image 
of its own and the promotional-publicity bene- 
fits that accrue from exclusive association with 
the type of show that raises you above the 
norm. The thought may be nostalgic as far as 
network management concepts of programing 
are concerned, but Alcoa, it might be said, sees 
itself as the sort of company that would project 
its image best via association with an "Alcoa 
Theatre." 

Unica p g oes 52-week spot radio 

The first big break for spot radio for the 
fall: a campaign by Upjohn for its Unicap vita- 
min (first time for the brand in spot) using 
sizable weekly plans in about 30 markets. 
Starting Sept. 14, the schedule is due to run 
to Oct. 18, 1965. McAdams, William Douglas 
is the agency and Mary Darling, the buyer. Up- 
john in recent years has bought co-sponsorships 
in network tv specials for the vitamin and also 
used tv network daytime. 

J. P. Stevens fattens spot tv kitty 

J. P. Stevens & Co.'s efforts to sell its cus- 
tomers' customers has turned into quite a spot 
tv thing for this leading wool manufacturer. 
The budget for this fall has been better than 
doubled compared to the previous year. In 
addition to participating in NFL pre-game shows 
in 10 markets, Stevens will have spot schedules 



running in 25 other markets. The proniotio 
centers around Stevens' Consort fabric for men': 
slacks. Labels are furnished the garment maken 
along with the yardage. As part of the pre-sel 
for the manufacturer, Stevens has a franchise 
tie-in with the football league itself and the 
personal services of star line-backer Sam Hufl 
on commercials and "good-willing" among the 
manufacturing trade. The spot campaign takes 
off Aug. 15, which is coincidental with AFL 
pre-season games. McCann-Erickson has the 
account. 

Y&R mer g ers account brainpower 

Young & Rubicam has been quietly revamp- 
ing — or what might be described as streamlin- 
ing — its top account management. Eliminated, 
are the six little divisions, each headed by a 
senior vice president. Apparently it worked out 
better on paper than it did under the exigencies 
of modern agency operation. The new system: 
a coterie of senior vice presidents who function 
as a group or committee, with James P. (Joe) 
Wilkcrson as chairman. Other committeemen: 
George P. Dippy, Randolph McKelvey, Gardiner 
Layng, Hadley Atlass. Main objective: more big- 
ger brains to bring to bear collectively on im- 
portant problems — or crises — as they pop up. 

Product re-evaluation for Heinz? 

Watch for H. J. Heinz, which spends around 
$5 million in tv, to go through a general re- 
shuffling of its market approach, and a deep 
appraisal of its whole line of soups, especialh 
with relation to the various kinds of soups that 
compete directly with Campbell. The inner- 
searching is all part of the organizational re- 
scramble that's been going on this year at Heinz, 
such as the switching of its $9.5 million account 
and the recruitment of marketing people from 
P&G and other dynamic package goods manu- 
facturers. 

No series hits 40 average for season 

A Lexington Avenue agency averaged out 
the NTI ratings for the 1963-64 season's reg- 
ularly scheduled nighttime series, starting with 
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the October report and ending uith the April 
report, and noted following bracket aspects in 
the lop 40: only lour programs averaged 30 
or belter, 10 programs ranged from a 25 rating 
to a just belou 30 rating. 22 programs fell within 

}the 20 to the 24 bracket and the remaining four 
series averaged between l°.4 and l°.S. For the 

iseason. avcraged-out Top 20 in this agency's 
computation: 



Rank 


Program Series Average Rating 


1. 


Beverly Hillbillies 


39.1 


2. 


Bonanza 


36.9 


3. 


Dick Van Dyke Show 


33.3 


4. 


Petticoat Junction 


30.3 


5. 


Andy Griffith 


29.4 


6. 


The Lucy Shaw 


23.1 


7. 


Candid Camera 


27.7 


8. 


Ed Sullivan 


27.5 


9. 


Danny Thomas 


26.7 


10. 


My Favorite Martian 


26.3 


11. 


Red Skelton Show 


25.7 


12. 


I've Gat a Secret 


25.0 


13. 


Lassie 


25.0 


14. 


Jack Benny 


25.0 


15. 


Jackie Gleasan 


24.6 


16. 


Donna Reed 


24.5 


17. 


The Virginian 


24.0 


18. 


Patty Duke Show 


23.9 


19. 


Dr. Kildare 


23.6 


20. 


Gunsmoke 


23.5 


1 Xou: 


In the lop 20. CBS scored 


15; NBC. 



>; ABC, 2. In the lop 40. it was CBS. 21: 
ABC. I I; NBC. S. 

agencies delivering a neat profit 

Deemed a profitable agency operation for 
he stockholders is one that ends up annually 
vith at least a one percent margin after federal 
p.xcs. Generally regarded in the trade as among 
he members of this profits club are Ted Bates. 
5enton & Bowles. Compton. Danccr-Fitzgerald- 
ample. William Esty and Footc, Cone & 
ieldinc. 

Overemphasis on profits can hurt 

An agency's ability to produce a high profit 
Iso has its possible liabilities, as is evident right 
ow with one of the most respected in the 
idustry. The stress on profits often makes 
iandatory: understaffing. a sustained high pres- 
Jre operation and lack of full service, as mea- 
tred bv the exieencies of modern marketinc. 



When explosive situations or crises .irise. an 
agency so constituted is not quite able to brine, 
all the "lire fighting" resources to bear I lie 
aforesaid highly respected agency is currently 
in trouble with two accounts one over (Ik- 
's 10 million mark and the other billing in the 
million bracket. I he moral, an agency can 
aim for a nice profit and a tightly-knit opera- 
tion, but at the same time it must make sure 
that its service flanks are well guarded. 

Plymouth-Valiant acts on radio 

hirst of the automotives to start action on 
buying spot radio for the fall. Plymouth-Valiant 
Div. of Chrysler, out of N \\ . Aver in Philadel- 
phia. Campaign, introducing 1965 model, will 
run from Sept. 23 to Oct. ft. hirst week. IS 
spots; second week, 12 spots. As a rule, l ord 
factory is the first to call for "new model*' 
availabilities, but this time Plymouth- Valiant's 
way out front in laying the groundwork for the 
introductory hoopla. 

Fringe time viewing up all year 

It's been a gratifying viewing season even 
for fringe times. The fringe hike, according to 
a breakdown compiled by Nielsen at Sponsor 
Scop i \ request, applies to the summer months 
as well as winter. The trend is, obviously, of 
special significance to spot tv because it is 
within these fringe precincts that stations do 
the bulk of their minute announcement selling 
It is also the more desirable roost for piggy- 
backs. You might almost say that as fringe time 
goes, so does the revenue fortunes of a network 
affiliate. Now on to the statistical picture. First, 
a comparison of homes using tv from 5 to 7:30 
p.m.. Monday through Sunday: 

Y«*r Winter* Summn" Full S»j»on*** 

1961- 62 43 4", 29 3<\, 36 4% 

1962- 63 42 4 29 9 36 1 

1963- 44 45 0 30 4 37 7 

Second, a comparison of homes using tv 
for the fringe span starting at I I p.m. and 
endinc 1 a.m . Mond.n throuch Sundav 



Y«*r Winter* Summer" 

196142 23 3% 20 8". 

1962-63 23 5 219 

196344 24 5 22 0 

* StOve-Tib*' tHn gh Apr 

* ••Vov to Apf o* ' vei' 



Full S»j«on*** 

22 I s 

22 7 

23 3 
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TvB in quandry over '64 theme 

You might think that after all these years 
the TvB would be hard put to come up with 
a tocsin theme for its annual meet — the latest 
due at the New York Hilton Nov. 18-19. But 
perish the thought. If there's any problem, it's 
in trying to decide which one of two proposed 
themes to choose. The pair are being kept close 
to the vest meanwhile. The two-day pitch will 
be preceded by a two-day meeting of the TvB 
board. 



Latest radio vignette syndication 

Something new in syndicated radio program- 
ing is slated for unveiling in September. The 
sales and distribution organization, which will 
operate basically out of New Jersey, has an 
ambitious line of "target" programing. It will 
specialize in the vignette type. Included among 
the titles: Garden Notebook, Daily Diet, Exer- 
cising for Health and Figure, Sports Scene, This 
is Living, Better Bridge, Great Bylines. The 
syndicate hopes eventually to open branch of- 
fices in Cleveland, Milwaukee. Dallas and San 
Francisco. 



R AB sets date for spot data release 

The Radio Advertising Bureau has set a 
target date for its first compilation of national- 
regional spot radio revenue by advertiser and 
product. That date: Monday, Aug. 3. The data, 
covering the first quarter of 1964, will have 
been processed from billings material turned in 
by reps and New York stations to the account- 
ing firm of Peat, Marick & Mitchell. Bill En- 
sign has been coordinating the project. 



A RF tv set data due in early fall 

The Advertising Research Foundation will 
make available to its subscribers by late Septem- 
ber or early October a comprehensive breakout 
of tv homes based on data collected this May 
by the Census Bureau. The breakout will con- 
sist of (1) percentage of tv homes to all U.S. 



households, (2) homes with a single tv set, (3) 
homes with two sets or more, (4) set count by 
types of households and by Nielsen's areas and 
geographic areas, (5) breakdowns by the four 
Census Bureau regions and nine divisions. This 
will be the first benchmark on tv homes and 
sets since 1962. It is this benchmark that Niel- 
sen uses to make its tv home projections. It is 
expected that the gain in television homes has 
better than kept pace with the increase in house- 
holds. 



A tv prospect to watch: Chas. Pfizer 

If you're an alert seller of air media, you 
ought to keep your eye on the growth of Chas. 
Pfizer & Co. Inc., in the consumer products 
field. This one all-ethical drug firm has been 
moving fast in the way of acquisitions with 
long range plans which some day may make it 
another Bristol-Myers. Among the buyouts: 
Barbasol Co., Thos. Lecming & Co.. Coty and 
Dcsitin Co., an old line of baby skin care prod- 
ucts. The Pfizer name may have a relatively 
long history but it shows signs of being ready 
to adopt the latest consumer marketing methods 
and moving into tv and radio on a grand scale. 
Also worthy of note: here is another giant that 
keeps moving more and more into the consumer 
goods field — American Cyanamid. Among re 
cent takeovers: John Breck Co., Max Factor 
and Dumas Milner Corp. (Pine-Sol, Perma 
Starch). 



Flexibility can avoid jeopardy 



Do the techniques of network tv buying | 
require rcstudy and reappraisal by an agency I 
every few years? Arc the approaches to buying, 
that met a client's needs and problems five years 
ago. possibly off gear today, both economicalh ( 
and marketing wise? It would be a good idea 
for a certain major agency with an enormous 
stake in tv to ponder these questions seriously. 
The reason: said agency has become vulnerable 
with a client who rates among the top 10 in 
tv. The gripe became evident during a meeting 
with an agency that was pitching for a slice of 
the account. The things that disturbed the client 
about his network agency of record: (1) a laxity 
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as to keeping abreast of bujing trends and tak- 
ing advantage of them, (2) a tendency to bin 
ever\ thing, whenever possible, on the basis of 
fk-months-old ratings — like using nothing hut 
Mareh ratings in singling out program prospects 
for the fall. (3) a diehard mechanistic system 
for media preplanning. 



ami departments, but no particular product or 
item available in the store. I or that sort of 
sell, the stations feel, they've got their own time 
for purchase In supermarkets I hen again, the 
30-30 arrangement might bring frowns front 
supermarkets that prefer to ha\e manufacturers 
do an\ form of cooperating directly with thun 



Fall nighttime holdouts dwindle 



The holdouts from nighttime commitments 
for the fall have started to come through as far 
as NBC-TV is concerned. Among those putting 
it on the line: Dow Chemical, Lehn Ji l ink, 
Norwich Phmmacal, General Cigar. American 
Motors. Two yet to be heard from: Beech-Nut 
and Metrecal. which just named Ogilvy. Benson 
A Mather as new agency. Metrecal is good for 
S5 million and Beech-Nut for $2.5 million. 
[NBC-TV daytime sales had it even livelier. 
Among those setting themselves for the fourth 
quarter: American Chicle. General Mills. Thos. 
Teeming. Duffy-Mott. Pittsburgh Plate Glass. 
Ploimh, National Cotton Council. 



jVick remedies in Thanksgiving parade 

Rather offbeat for this alliance: Vick 
Tiemical and Macy's Thanksgiving Day parade 
in NBC-TV. down for a third of the program, 
v'ick apparently figures that the event, because 
>f its family pull, can be promoted to the trade 
mkh exceptional effect. Another third of the 
•>arade has been picked up by M&M Candy, 
n the past Goodyear sponsored part of the 
"•rogram regularly, of course, due to the use 
f the ciant balloons. 



Nescafe's 30-30 plan meets snaq 

Nescafe's spot radio 30-30 plan is running 
ito something of a problem on the West Coast, 
nder the plan, Nescafe pays for the full minute 
ut opens half of it to gratis use by a super- 
larket. that is. with any kind of copy it chooses. 
The snag that has developed: a number of the 
tations offered the plan are insisting that the 
,pc of copy be restricted in the case of the 
• ipermarkets to institutional pitches on ser\iees 



Network tv users up 15 percent 

Network tv\ course in corraling customers 
continues upward April usuall} represents the 
peak of the season and the 1^64 April Nil 
report accounted for 15 percent more corporate 
buyers of network than the like report of I ( )b3 
I he users in terms of scheduling their commit- 
ments compared this was: 



Time Spectrum 
Nighttime only 
Daytime only 
Both night and day 
Total Users 



1964 
74 
83 
77 



1963 
72 
66 
66 



234 204 



Bar to hunting-fishing s yndication 

Have sou ever wondered win it's tough to 
find enough syndicated hunting and fishing 
films? The answer, prospective sponsors take the 
position that a show of this type can't do them 
much good among hunting and fishing aficiona- 
dos until the material is confined to favorite 
field and stream area. What's good in Colorado 
may not he so hotsy-iotsy for the boys in the 
far Northwest — all of which moves a series 
bevond the economic ranee of ssndication 



McCann-E feeds 'em to JWT 

It mas surprise sou to learn that J Walter 
I hompson has perhaps the biggest quota of 
alumni out of MeCann-Fnckson. In other words, 
MeCann might be called quite a breeding ground 
for JW I manpower. Here are some of those 
with key or important spots at JW I who hase 
come out of MeCann-Enckson: Don Armstrong. 
Rud .McKee. Steve \ubres. Ron Madison. Jim 
Kleid, Dave Botfes. Sam P Walker Both \rm- 
stronc and McKee are senior vice presidents 
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Charlotte is Pie a la mode 



Metro Charlotte is just the topping on a trading area 75 miles wide . . . your client's treat when yc 
buy WBT Radio. The populous Piedmont's top-audience radio station for two decades, only WBT 
50,000 watt signal delivers Charlotte PLUS — a market of more than TWO MILLION PEOPLE wi 
$2^2 BILLION in buying power. It's easy as pie to get the full WBT story from your BLAIR ma 



WBT RADIO 
CHARLOTTE 



BLAIR 
GROUP 
PLAN 
MEMBER 



Jefferson Standard Broadcasting Company 



Sponsor 



Tv: pop bottle genie 

Soft drink bottlers are finding strength in spot television - - so 
much so that they upped 1963 budgets 40 percent to buy 
more, more, more . . . 




Vie strength of the Pepsi-Cola 
marketing is in its advertisim;, 
promotion and public relations," 
vrtv.s Pepsi vice president I) 
Mitchell Cox. 

"We feel our tv advertising invest- 
ment is a sound one because it is the 
most effective way to reach the largest 
amount of people in the area our plants 
cover." says a spokesman for one of 
the Royal Crown bottling companies. 

A Coca-Cola general manager 
points out. "Our aim is to get our 
message to the most people in the 
shortest amount of time. Tv does just 
thai." 

Tluil's a quick sample of advertising 
thinking in the $2.3 billion soft drink 
field, as recently reported in Hottltns> 
Industry, a publication for carbonated 
beverage companies. The pop bottlers 
and \s are n i»ood team, the maua/ine 



explains, "because the best prospve-s 
for soft drinks ;ire the same people 
who watch television most often." 

Last Near and this, that fact h.is 
made a difference along Madison 
Avenue — a big difference; 

• In LM>3. the nation's sofi drink 
bottlers upped their total billing b\ a 
gigantic 40 percent over the previous 
>ear. 

• That 40 percent hike, savs KM. 
"surpassed the national grovvth for tv 
advertising registered for anv other 
product class." 

• Clunking down a deluxe 
million for local and network tv last 
Near even broke the bottlers' own 
previous record. 

• For the first time, the nation's 
Big List (of the 1 00 top in spenders i 
included four of the soft drink gi.irii^ 
Coca-Cola (the nation's l 3th largest 
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user of tv), Pepsi-Cola (31st), 
Royal Crown (94th and appearing 
on the list for the first time) and 
Seven-Up (99th). The first three 
also made the top- 100 list of spot 
television users. 

• And this tv trend, it appears, 
is just beginning. To date, figures 
for 1964 already indicate that soft 
drink spots have jumped from $6 
million to $10.8 million during the 
first quarter. 

Tv and soft drinks have struck 
a match, all right. But that doesn't 
automatically spell "profit, profit, 
profit." In fact, the bottlers' rush 
to television tells a lot about the 
state of their industry today. 

Relatively few companies — 
chiefly only the parents (those 
issuing bottling franchises) — can 
afford network time: Canada Dry 
Corp., Coca-Cola Co., Dr. Pepper 
Co., Pepsi-Cola Co. and Seven-Up 
Co. (see graph). Their network 
total of $11.2 million last year was 
up $2.4 million over 1962. 

But their network spending is 
already down $1.5 million in just 
the first quarter of 1964, from 
$1,936,500 last year to only $468,- 
600. 

That doesn't mean the soft drink 
crowd can't meet the stiff costs of 
big time airtime. It means only that, 
good as nework exposure is for 
them, they're putting some of their 
dollars to even better use. 

The switchover is to spot. 

Not only does spot allow for less 
expensive participation in the power 
and pull of television's near-magie 
sell, but even more important it 
allows for group cooperation. Part 
of the advertising load is thus shifted 
from the parent companies' should- 
ers to those of their franehiscd 
bottlers, many of whom are now able 
to put their own dollars into tv (sec 
table). 

In fact, bottlers (usually following 
parent company plans and promo- 
tions as prepared by major adver- 
tising agencies) are taking full ad- 
vantage of all that spot television 
has to offer, turning it off and on 
like a soda spigot at an iec cream 
fountain. 

The parent companies are follow- 
ing the trend by buying a spot — i.e., 
a participation — instead of a net- 
work show. Pepsi's Philip Hiner- 
feld, vice president and director of 
advertising, says in Bottling Indus- 
try: "liy selecting judiciously a 



variety of programs in which to 
place our participating minutes, we 
not only increase our reach poten- 
tial but also reduce our risk factor." 

Such an advantage is strengthen- 
ed, not weakened, when the adver- 
tising is taken cn a local co-op basis 
with bottler distributors. 

By selecting his own participa- 
tions or faking spot announcements 
adjacent to network shows, the local 
bottler gains a feeling of strength 
and identification and, of course, 
excellent control. (Says one, "Gen- 
erally you can cancel out on just 
two weeks' notice.") 

The problem is that even the 
relatively lower costs of spot tv do 
require caution. Says a Canada Dry 
spokesman, "As tv is, relatively, an 
expensive medium, it must be used 
with care. We encourage the use of 
tv advertising in those markets 
where it has been found effective 
and has passed rigorous testing 
[italics ours]." 

Perhaps the chief reason for in- 
creased tv expenditures by soft drink 
companies is the sharper-than-evcr 
competition within their own field. 
Coea-Cola, which held 60 percent 
of the soft drink market in 1962, 
was reportedly down to 3 1 percent 
at the end of 1963, even though it 
had spent some $19.4 million (in- 
eluding bottlers' shares) on tele- 
vision alone during the same year. 

Such a fast-moving market clearly 
requires close attention. 

Tailor-made, spot tv is one way to 
pick up a dropped advertising stitch 
in time, and just about every bottler 
in the business has caught on to the 
trend. Says Bottling Industry, 
"Virtually every major franchise 



firm, independent and loeally-owned 
bottling plant in television advertis- 
ing [in 1963] boosted expenditures, 
and a host of ■additional operations 
became first-time advertisers." 

Here's how the advantages of spot 
tv are made to apply to specific soft 
drink needs, some of which are 
particularly urgent right now: 

• To introduce new products as 
they move from test market to re- 
gional to national distribution. Right 
now, the big rush is to bring out 
dietetic or low-calorie soft drinks 
(see story on page 30). 

• To introduce new packages. A 
couple of years ago, the trend was 
toward larger bottles (Coca-Cola, 
according to one observer, "over- 
stayed the 6V2 -ounce bottle"). 
Another direction has been toward 
cans. Now, with well established 
companies in other fields (like Del 
Monte) coming out with new soft 
drink lines (sparkling beverages) in 
their own containers (bottles and 
cans), the competitive importance 
of visual sell is self evident. In areas 
where color is vital to new package 
identification, print still has the 
lead, a situation that's likely to 
change radically with this year's 
expected increases in color tv set 
sales. 

• To minimize advertising waste. 

For example, the Royal Crown 
Bottling Co. of Norfolk, Va., is 
sidestepping the soft drink bottlers' 
traditional target — teenagers — 
to concentrate tv selling on house- 
wives. Surveys indicate that the teen- 
agers' mothers, as soft drink con- 
sumers themselves, buy the brand 
they like most at the supermarket, 
scene of most Royal Crown sales. It 



NETWORK TV ADVERTISING' 



The Coca-Cola Co. 





fhe Seven-Up Co. 



Canada Dry Corp. 




Pepper Co. 



•For 1963; source, TvB. 



5,770,000 



$2,466,700 

$1,881,200 
$676,900 

$439,800 
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night be different if Ko\al Crown 
.sere sold "on tap" at sotlu fountains 
.shere the teenage eoin counts. It 

isiiall) isn't, though. 

• To allow HilicrtUiitg to re*ct 
, is qnicklj as docs the market itself 
to outside circumstances. This does- 
Ift pertain only to the seasonal and 

lay-to-da> shifts within the soft 
rink fold that ma\ too often dc- 
Kiid on a \agar\ like the weather. 
t> speed just one special promotion 
project for its highl) successful 
hiet-Rite Cola, Rojal Crown is 
eportedly spending $1.7 million on 
elesision, in addition to its regular 
v budget. Competition must be able 

0 meet this, and fast, when it hits — 
n pay the consequences. 

• To lend itself to co-op adver- 
tising — as noted, a popular strategy 
ust now throughout the soft drink 
■>usiness. "Joint fund advertising" 
n which ad costs are shared be- 
ween parent company and frnn- 
hise-holder reportedly amounts to 

1 50-50 deal "in many instances." 
possibly because more of its bottlers 
ire spending more of their own 
noney this year on advertising that 
s mutually beneficial. Pepsi-Cola is 
>aid to be upping its television 
nidget 30 percent. 

• To zero in on strictly local 
situations. Different bottlers of the 
-ame product sometimes join in 
guying spot tv for a regional market 
•vhen. depending on the power of a 
xirticular station's signal, the broad- 
casting pattern overlaps several 
'territories." Costs are prorated ac- 
:ording to the number of tv viewers 
r n each franchise area. 

• To meet competition, not only 
'mm within the field, hut also from 
without. For instance, another real 
lot-weather seller is beer, and 
breweries have long been using 
elevision for everything it's worth, 
mother matter to be considered by 
;oft drink men who want to increase 
heir sales. And there's a lot of room 
"or the soft drink business to ex- 
pand, if one considers that coffee, 
he leading beverage, is drunk by 
73 percent of the public, while only 
lbout 34 percent drink pop. 

These considerations, and the re- 
sultant increases in t\ spending, are 
ill coming to a head right now. for 
oft drink sales (and the promotion 
hat builds them) will undoubted!} 
lit their 1964 peak during the hot- 
Aeather July - August - September 
piarter. ■ 
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Company 


Amount 


Company 


Amount 


Coca-Cola Co. * S 13,646,300 


Chas. E. Hires Co * 


V ** %J , t> \J \J 


Pepsi-Colo Co. 


7,865,800 


Double-Cola Co. * 


38,800 


Royal Crown 
Colo Co. * 


3,764,500 


Frank's Bevcroges 


37,600 


Seven-Up Co. * 


1,544,600 


Delowore Punch Co. * 


35,600 


Canoda Dry Corp. * 


1,435,300 


Hommer Beverage Co. 


• 32,500 


Cott Beveroge Corp. 


566,800 


Nesbilt Fruit Products " 


32,400 


Dr. Pepper Co. * 


551,000 


Mel Ray Beveroge Co. 


25,000 


Scbweppes (USA), Ltd. 


* 393,000 


Clicquot Club Co. * 


22,500 


A. J. Confield Co. 


374,200 


Borq's Root Beer Co. * 


20,500 


Favao Beveranp Co 


338 500 

%J \J \J i *J w w 


National NuGrape Co. 


* 17,600 


Bubble-UD CorD * 


321 600 


Quench Co. * 


17,400 


Souirt Co * 


266 700 


Duffy Brothers, Inc. 


10,400 


Hoffmon Beverage Co. 


* 205,700 


White Rock Corp. * 


10,000 


Miller-Becker Co. * 


147,300 


Buffalo Rock 
Bottling Co. 


A 800 


Crush International * 


1 16,300 


Green Spot Inc. * 


A 800 


Old Colony Co. * 


106,300 


Krim-Ko Corp. 


A TOO 


Golden Age Corp. * 


80,700 


Tru-Ade Co. * 


5, 1 00 


Vernor's Ginger Ale * 


79,800 


Gropette Co. * 


3,200 


Yoo-Hoo Chocolate 
Beveroge Corp. 


59,200 


Quinine Vichy Co. 


2,300 


John Graf Co. 


58,300 


Sorotogo- Vichy Co. 


1.800 


Moxie Co. * 


51,600 


Mo's Bottling Co. * 


1.300 


Frostie Co. * 


50,300 


Citrus Products Co. 


1,200 


Mission Dry Corp. * 


46,400 

i 


Cloverdale Spring Co. 
Jacob Ries Boiihng Wo 


1,200 
-ks 1.100 


• * For 1963 Sourer TvB 
Bottlers 
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The tide toward low calorie count is both promise 
and threat — but no longer just a groundswell 



Diet 







"tumi tar-' 




■ Diet drinks currently provide 
the biggest tidal wave the swelling 
$2.3 billion soft drink industry has 
seen in many months, and any bot- 
tler with a sound tv "surfboard" 
stands a great ehanee of riding the 
sales erest. 

Trieky sport, though, this dietetic 
soft drink business. On one hand, 
it offers the industry its greatest 
single route to real dollar increases 
— via totally new customers as well 
as new products. On the other hand, 
it threatens (depending on your 
viewpoint) to revise the whole mar- 
ket structure, for the dietetie leaders 
to date are not the giants who've 
traditionally led the way — Coea- 
Cola for cola flavors, Canada Dry 
for ginger ales and mixes, Seven- 
Up for its single-entry and widely 
used lemon-lime product. 

The dietetic idea came in slow, 
right after World War II, and as 
recently as 1959 low ealoric drinks 
had only 1.3 percent of the total 
market. Pioneer products were 
chiefly pitched at diabeties or con- 
sumers with really serious weight 
problems, thus had a slightly anti- 
septic aura about them which 
wasn't helped by low quality, poor 
taste and premium prices. 

Things changed as at the crack 
of a whip in 1962. though, when 
Royal Crown introduced Diet-Rite. 
This one really beat the taste- 
quality problem and, marketed 
wisely, beeamc the No. 4 cola in 
a speedy 18 months. It's helped 
Royal Crown hoist sales to an esti- 
mated $43 million this year. 

The soft drink industry, as quick 
to spot a trend as an unwashed 
bottle, latched right on. Within two 
years, ease sales of dietary drinks 
quadrupled from 1961's 25 million 
to 1963's 100 million. Today's ex- 
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rinks: tv fatteners 



erts (like Abbott Labs, which pro- 
luces most of the industry's swect- 
[rftrs ) predict the slim-line drink 
"ines nun account for ns much as 
U) to 50 percent of total case sales 
xiihin five years. 

Though women were the first 
nd (word choice is deliberate) 
Mggest buyers of the get-thin soft 
lrinks. sales have zipped right 
long, thanks to the w ild increase of 
U.S. weight watchers. The trade 
1 (tributes this to several factors, 
'hiefly doctors, insurance company 
tatistics. government physical fit- 
ess programs and, tellingly, mass 
tttttlia. Today you don't have to be 
trictly on a diet in order to be con- 
cious of o\erw eight and its nt- 
endant problems. In fact, dietetic 
Kinks, which first were character- 
ed as an upper income, urban 
.omen's product, have been taken 
ver by children, teenagers and. 
es. men too. Wcight-consious 
tales consumed 25 percent of all 
ietetie drinks sold last year and the 
Product was used in 45 percent of 
II U.S. households. 

For the immediate future, low- 
'alorie beverages are reaching for 
laybe 10 percent of the soft drink 
larket by the end of 1964. To do 
y, bottlers will undoubtedly use 
Un as much t\ as they can afford 
' Here are a few of the major en- 
vies in the share-of-market race, 
■Ins a word or two about the eur- 
bnt status of each: 

Diet-Rite, the starter of it all. still 
•.ads with something like 40 per- 
|Cnt of all sales. To keep and ex- 
and that lead. Royal Crown will 
pend an estimated $10 million on 
dvertising this year, possibly from 
3 to 50 percent of it on television. 

Upper 10, another Royal Crown 
ntrv. has a lemon-lime flavor and 
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thus is not competitive with Diet- 
Rile. (Last year, lemon-lime drinks 
were second favorite flavor, with 
15 percent of the market, whereas 
cola flavors copped the lead with 
60 percent. I hen came orange in 
third place, with root Ivor fourth.) 
Upper 10 has just successfully 
passed market testing, is now ready 
for the higtime. 

Tub, Coca-Cola's new one. is 
whittling away at the distribution 
problem faced by every new en- 
trant, is already about W) percent 
national. Considering the financial 
strength of its parent, it will get 
every bit of promotional tv hack- 
ing that sales clues suggest. 

Dr. I'epper. a company that at- 
tributes to television "much" of its 
IS percent sales increase in l°63. 
is sending out two new ones — 
Dielelic Dr. Pepper and Pniumac, 
an import from Sweden that tastes 
like Cognac. They're being backed 
with participations on NBC- IV 
seven nights a week (two programs 
some nights). Over-all tv budget is 
up 20 percent over l°M. 

Like, the get-slim drink hulled 
up by Seven-Up. hopes for distribu- 
tion to all 500 plus Seven-Up hol- 
ders, may use tv to get it. I v. prim 
and some radio — probably in that 
order — will be used to promote 
Like. The New York bottler is al- 
ready using o()-seeond spots on CHS 
exclusively, ten a week. 

Canada Dry is the first company 
to produce a complete line of low 
ealoried entrants, including all fl. - 
vors and such popular mixers as 
Tom Collin^, etc Showing them 
off suitably to the Canada Dry pub- 
lic is likely to increase the com- 
pany's tv budget substantially. 

Diet Pepsi-Cola (which, because 
of supermarket shelf space short- 



ages, is likely to replace the year- 
old, also cola-flavored Patio Diet 
Cola) was such a success in its 
seven or eight test markets that it's 
been released to all 500-plus Pepsi 
bottlers, of whom 300 (covering SO 
percent of the country) aie in pro- 
duction. I se of tv ' Says Pepsi \ ice 
president Hinerfeld. "We try to 
make it the major medium." I ele- 
vision — as well as new products 
to show on it — has helped re- 
gional bottlers increase d illar 
grosses from 15 to 30 percent dur- 
ing the first quarter, lo introduce 
new products and their new pack- 
aging, part of Pepsi's advertising 
job must necessarily be pictorial, 
says Hinerfeld. 

.Melri-Cola, out of New Haven's 
Colt Beverage Co. by Mead John- 
son os. Co. (pace-setters with their 
Metreeal). combines the expertise of 
both diet-thoughtful companies into 
an imaginative new sales concept 
Ihis. like other Colt beverages, un- 
doubtedly will get heavy tv sup- 
port 

Other bottlers with gin>d pros- 
pects in the dietetic competition in- 
clude Shasta leverages. Hoffman 
Beverages (l.o-l.o Cola), Senior's 
one-calorie ginger ale and oik* -cal- 
orie Lift), No-Cal Corp . Cantrell 
i\. Cochrane (Mi'iulereHa Cola). 
Squirt (Squirt Dielelic), Bubble I p 
(Sugur-frev Bubble Up), Dad's Root 
Beer (Dad's Dielricious). Many are 
finding solid support with radio in 
addition lo or instead of television 

•\s this article was being written, 
another new product, reportedly 
being test-marketed. »eemed on its 
way. If successful, it could c inccl 
out the whole artifi.M.illy-swtciened 
dietetic formula ami cb.mcv th 
market once again a low ealo e 
simar' ■ 



Profile off tv ownership 



With the growing prevalence of multi-set and color-set ownership, SPONSOR'S con 
tributing editor, Dr. John Thayer, probes the kind of families buying second color set* 



■ Chances arc roughly three to 
one that the home with a single tv 
set (be it black-and-white or color) 
is a household of one to four family 
members. The same holds true of 
the home owning two or more sets, 
one of which is in color. Only about 
one-fourth of each of these two 
types of homes has a "large" fam- 
ily designation — five or more fam- 
ily members. 

The multi-set black-and-white 
home, on the other hand, has a 
somewhat better than "three to 
two" chance of being a one to four 
member family. In 35.8 percent of 
all homes with more than one 
black-and-white set, the family 
count is five or more. 

These estimates were arrived at 
through the study of some 1171 re- 
turned diaries used in the tabula- 
tion of the ARB tv national report 
for the week of January 11-17, 
1964. 

An analysis of Table 2 shows 
that one-third of all single-set and 
color-set homes claim one to two 
family members. Multi-set homes, 
however, show only a 17.3 percent 




incidence of one to two member 
families. 

It should be kept in mind when 
reading these results that, for pur- 
poses of this analysis, (1) a single- 
set home is a home containing only 
one set, which is either in black- 
and-white or color, (2) a multi-set 
home is a home containing two or 
more sets, all of which arc in black- 
and-white, and (3) a color set home 
is a home containing one or more 
sets, one of which is in color. 

Employment Profile. Active em- 
ployment among male household 
heads tends to be somewhat higher 
in multi-set homes (90.4 percent) 
than in either single-set (79.7 per- 
cent) or color homes (83 percent). 
Male heads who arc retired, how- 
ever, have a higher incidence in 
color homes. This study finds that 
13.2 percent of all color homes 
have a man-of-thc-house falling in- 
to the retired status. Retired male 
heads in single-set homes account 
for 9.7 percent of the total, while 
only 5.1 percent of the multi-set 
homes contain a male head in this 
category. 



Households with no male heac 
on the other hand, are much mor 
predominant in the single-set uni 
verse (8.8 percent). This, of course 
is partially due to the fact that mos 
one-member families are single-se 
owners; therefore, widows, unmai 
ried working girls, etc., would fa 
into this group. Taken as a unii 
homes containing but one set ar 
more than twice as likely to hav 
no male head than are other home* 
Multi-set homes show only a 3. 
percent incidence of "no man-ol I 
the-house," while a comparable fig J 
urc of 3.8 percent holds true c 
color homes. 

At least in the sample studiec 
students and unemployed mal 
heads play a rather insignificar 
role in all types of television home: 

Relative to the working housi. 
wife, no really significant diffci 
ences can be found between any c 
the three types of tv homes. T 
qualify as an "employed femal 
head of household," she mil* 
work at least 35 hours per week. 

There is. however, a slightl 
higher degree of housewife cmplo\ 



TABLE 2 



PROFILE OF TV OWNERSHIP 



(by percentages) 





Employment Status of Female 
Heads of Households 



YES 



NO 



NO FEMALE 



'SINGLE SET HOMES 
(color and b & w) 

MULTI-SET HOMES 
(b & w only) 

COLOR SET HOMES 
(single and multi- 
set homes) 



22.8 



26.7 



22.6 



75.6 



73.3 



75.5 



1.6 



1.9 



Color Set 
Ownership 



YES 



NO 




Number of Family Members 

1 - 2 3 -4 54- 
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TABLE 1 



PROFILE OF TV OWNERSHIP (by percentage*) 



Number of sets owned 



SINGLE SET HOMES 
(color and b & w) 

MULTI-SET HOMES 
(b & w only) 

COLOR SET HOMES 
(single and multi- 
set homes) 



94.4 



41.5 49.1 



5.6 



9.4 



E mployment St atu* of Male Head* of Hou*ohold* 

EMPLOYED RETIRED STUDENT UNEMPLOYED NO MALE 

79.7 9.7 .6 1.2 8.8 



90.4 



5.1 



.6 



83.0 13.2 



3.9 



3.8 



rncnt in homes containing more 
bum one black-and-white set. In 
liable-set homes. 22.8 percent of 
.ill female household heads work; 
bolor homes have an incidence of 
fct.6 percent, while multi-set black- 
lnd-vvhite homes show 26.7%. 

Mow mam sets in color and nuil- 
'i-set homes? Interestingly, 41.5 
psccent of all homes containing a 
olor set report this to be their 
mly set. The remaining 5S.5 per- 
ent splits itself this way: 49.1 per- 
cent own two sets, one of which is 
n black-and-white, and 9.4 per- 
pent own three (or more) sets, two 
(or more) of which are in black- 
ind-white. 

As a sidelight. 4.7 percent of all 
ionics owning but one set report 
hat this set is in color. 

Further, the sample under study 
.hows that 94.4 percent of all multi- 
Pi homes own two tv sets, while 
he remaining 5.6 percent own 
hree or more sets. 

Ownership profile by number of 
Channels received. In relation to the 
[lumber of stations received by each 
the three types of families, multi- 



.1U1 



set and color-set homes tend to be 
located in areas where it is physical- 
ly possible to receive a greater num- 
ber of channels. Of all color homes, 
47.2 percent are able to watch six 
or more stations, while 31.5 per- 
cent of all multi-set homes can get 
the same number of stations. The 
home containing only one tv set 
reports reception of six or more 
channels in only 25.6 percent of 
the cases studied. 

Taken as a group, slightly more 
than 63 percent of all single and 
multi-set homes combined report 
receiving three to five stations. 

About the same percentage of 
color homes (47.1 percent) say they 
can receive from three to five sta- 
tions us say they can receive six or 
more stations (47.2 percent). 

On the other hand, only 5.7 per- 
cent of all color homes report being 
able to receive only one or two 
channels. This is quite similar to 
multi-set homes (5 percent), but 
considerably lower than homes con- 
taining only one set. where 10.6 
percent can receive onh one or two 
stations. 



Kriiiculimi level unci tv owner- 
ship. Perhaps counter to the ex- 
pected, only 2S percent of the color 
set sample claims that the male 
head-of-household has attended col- 
lege. As was noted previously, there 
is a relatively high incidence of "re- 
tired male heads" in color-set 
homes. Since college attendance was 
not as much a prerequisite when 
these people were younger, it would 
follow, then, that these older retired 
males might tend to lower the over- 
all education level. 

More college-trained male heads 
are found in multi-set black-and- 
white homes (42.1 percent) than in 
either e'olor or single-set homes 

Homes owning one set contain 
33.7 percent male household heads 
falling into the "college trained" 
category. 

Now that multi-set and color tv 
ownership is becoming more pre- 
valent with each passing d.i\. it is 
more important than ever before to 
know what kind of family buys a 
color set or second set. Ihis study, 
then, w.is performed with this 
thought in mind. ■ 



TABLE 3 



SINGLE SET HOMES 
(color and b & w) 

MULTI-SET HOMES 
(b & w only) 

COLOR SET HOMES 
(single and multi- 
set homes) 



PROFILE OF TV OWNERSHIP (by percentages) 



Number of Stations Rec'd 



l - 2 



10.6 



3 - 5 



63.8 25.6 



5.0 63.5 



5.7 47.1 



31.5 



47.2 



Education of Male Head of Household 



High School or Lett 

66.3 



57.9 



72.0 



Arr»nd*ct ColUg* 

33.7 



42.1 



28 0 
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Trend to commercial 



As NAB code presses altered piggyback status, Schwerir 



■ The integrated commercial is 
unquestionably the orphan of 
the broadcast advertising world, 
according to a recent Schwerin Re- 
search report which found less than 
one percent of the 2000 commer- 
cials it tests each year to be of the 
integrated variety. (This type of 
spot announcement — designed to 
cure the piggyback — should not 
be confused with the commercial 



CHART A 



format of the same name that is 
"integrated" into a show by having 
the message delivered by the pro- 
gram's talent.) 

With Sept. 1 the effective date 
for the NAB code revision that 
"clarifies" the interpretation of a 
piggyback as contrasted with an in- 
tegrated announcement, the report 
notes successful uses of the inte- 
grated approach (two or more prod- 

FOOD PRODUCTS 





SUCCESSFUL INTEGRATION 




ucts interwoven in a unifying theme 
so as to appear as a single an- 
nouncement) and believes it no\^ 
offers sponsors a possible alterna- 
tive to the piggyback. Although thi 
new amendment does not bar 
piggybacks, such messages are tc 
be counted as two or more commer-1 
cials if the multiple product treat-i* 
ment does not conform to the in- 
tegration framework. 

Although quick to point out that 
like every other commercial ap- 
proach, the history of the inte-| 
grated announcement has been 
marked by both successful and un-l 
successful executions, Schwerir || 
looks for a revival of the integratec 
form and notes its achievement; 
when used by two major companies 

Schwerin charts the results of it: 
pre-testing of a successful integratec 
commercial for two food items, de- 
signated in Chart A as Product 
and Product II, which have a de 
cidedly close relationship to eacl 
other. 

The left hand set of bars meas 
ures consumer response for botl 
items after the showing of a 60 
second commercial that featurec 
only Product I. Measurement o 
viewer preference shows the "halo* 
effect for Product II (shaded bar) 
which, although unadvertised in thi 
announcement, did benefit from ai 
over-all brand awareness for thi 
sponsor's products. The seconi 
(right hand) series of bars show 
the change in consumer brand pre 
ference when both products wen 
advertised in an integrated commer- 
cial. Both items benefited markedly 
from the integrated approach: Prod*; 
uct II doubled in brand preference 
while a nearly 50 percent increa^ 
occurred for Product I. 

In a second example, the rescarcl 
firm maintains that there is mori 
than historical interest in a serie- 
of two-minute household item com 
mercials, produced in the mid 
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integration forecast 

esearch sees the revival of long-negiected tv format 



950s by a leading sponsor. The 
unounceiiiciH.s highlighted one pri- 
uiry product while illustrating the 
dVertisor's family of items in a 
ipantry parade" display, all aired on 
■io celebrated Omnibus scries. I he 
imbreila" approach of these com- 
lcrciaK, as pro-tested by Schvverin 
hart H) shows consumer brand 
[inversion power for the primary 
roduct to be one and a half times 
Lire than the average for a number 
l independent 60-second commer- 
als for this brand, while one of 
>e secondary products also exceed- 
!l its brand average by 50 percent 
dditionallv. there were bonuses 
fT tile other secondary product and 
l unadvertised (but displayed) 
m. which benefited from the 
halo" effect and improved corpo- 
>te image of the company, 
i Tiie significance here is that all 
•ur of the advertiser's products 
pre successfully sold in this tvvo- 
inute message. An alternative 
mild be four independent 60-sec- 
id commercials, one for each 
oduct. which, in fact, became the 
ategy largely used by this com- 
ny after Omnibus left the air 
However, Schvverin told Si'ON- 
R that the advertiser is now con- 
lering a return to the integrated 
mint, as a result of the above data 
esented by the research firm. 
But the integrated commercial 
not a cure-all. and can fail if 
ere is an unsuccessful relation of 
oducts. Reasons for success or 
lure cannot always be diagnosed 
th any certainty, but Schvverin of- 
ITs two guidelines that should be 
J lowed. 

1 1. Avoid implication of replace- 
i.nt or interchangeability; stress 
•oduct difference if presenting var- 
us forms of the same product. 
'2. Do not just introduce prod- 
Its, for display alone tends to be 
: least effective means of the in- 
hrated sell, instead, demonstrate. 



explain, ami ofler reasons why the 
item should be bought. 

Schvverin notes with surprise the 
rather small number of integrated 
.innouncements produced in recent 
ears, suggesting as a possible rea- 
son attraction to the versatility of 
the 30-30 piggyback bv advertisers 
who have a host of brand products 
to sell. 

The immediate future probably 

CHART B 



calls for a period of transition 
(Si'onsok May 25) during whidi 
stations might provide accoiiiinod.t 
lions to advertisers while encoui- 
aging them to integrate their 
brands according to revised code 
prov isions. 

As a result of this cloud hanging 
over piggybacks. SUivverin antici- 
pates a revival ol the integrated 
commercial hum ■ 

HOUSEHOLD PRODUCTS 




PROFILE" OF A SUCCESSFUL 
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TIME/Buying and Selling 




The timebuyer 




By Grace Porterfield 

Media buyer, 
Benton & Bowles, Inc. 



Grace Porterfield has served 
with Benton & Bowles for 18 
years. Starting as a secretary, 
she soon became interested in 
media and began to learn it from scratch. Today, she's one of the 
agency's most respected and experienced buyers and has served in 
the official media buying capacity for the last 12 years. 

Her pet account — and one worthy of keeping two experts- 
busy — is General Foods. In the past. Miss Porterfield specialized 
in Ground Maxwell House Coffee and Yuban buys, but now gives 
her experienced attention to the media requirements of Instant 
Maxwell House Coffee and Birds Eye, two burgeoning offshoots 
of the celebrated family tree. Officially, Miss Porterfield reports 
to Bern Kanner, Benton & Bowles director of media. 

Unofficially, she reports to Charles Clayberger, her husband. 
Although the Claybergers reside in Manhattan, they have a summer 
home in Hampton Park, N.J., that gives them access to the rural 
bogs necessary to their avocation — raising cranberries. After an 
invigorating weekend out of doors, however, the Claybergers rush 
back indoors for their favorite evening pastime — bridge. 



■ "Today, many more markets arc 
measured than in the past — and 
far more often," says Grace Porter- 
field, veteran media buyer at Benton 
& Bowles' headquarters in New 
York. "But now there are many 
more media and marketing tools 
and much more research. In addi- 
tion, there arc more dollars — and 
more people — involved," she says. 
"Buying today has become an in- 
tricate system." 

The busy media buyer took time 
out from answering her phone, 
talking to account men, checking 
details on current buys and keeping 
appointments with station reps. She 
did so to explain to Sponsor 
the complexities of her field, as 
she sees them, and the reasons that 
it has become so time-consuming. 

The enormous change in time- 
buying, she explains, is largely due 
to television. Whereas just $7,275,- 
000 was spent on the medium for 
the full year of 1949, Rorabaugh 
reports that a mountainous $871 
million was spent last year on na- 
tional tv and regional spot alone. 
Little wonder, Miss Porterfield re- 
marks, that the buyer's job has also 
undergone dramatic alteration. 

It's the increase in the quantita- 
tive as well as the qualitative 
analyses that have created the 
greatest change, according to the 
Benton & Bowles adwoman. For 
example, 15 years ago the industry 
didn't know what "reach," "fre- 
quency" or "commercial recall" 
really amounted to, she says. To- 
day, however, the industry is con- 
siderably more sophisticated and 
the buyer's tools, of necessity, have 
undergone drastic changes. 



Also, because demographic char- 
acteristics now play a considerably 
more complex role in buying 
strategy, the rating services now 
reflect some detailed audience 
breakdowns. These, too, must be 
considered by the buyer. 

Up to 1962, for example, ARB 
indicated only the number of men, 
women and children in each sample. 
Now ARB's demographic data 
ranges through total men, men 18 
to 39, total women, women 18 to 
39, teens, children, education of 



household head (high school, col- 
lege), number of children and theii 
ages (none, under 6, 6 to 17). All 
of that is supplied in addition ta 
breakdowns on total homes, metro 
ratings and share-of-audience. 

Buyer interest formerly focused 
most strongly on total households.) 
but now has shifted towards the tar-i 
get audience or a specific segment 
of a specific audience in specific 
households. "You can't simply sell 
anything to households any more." 

Further, the number of markets 
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Change, too 



Grace Porterfield, Bonton &. Bowles 
media buyer, speaks out on 
changes in the broadcast industry 
that affect a buyer — 
past, present, future 



laly/ed has been increased con- 
,dcrably. ARB measured just three 
larkcts in 1948; toda\'s figure is 

m. 

Ten years ago buyers didn't have 
) be concerned with multiple spot 
ites. Miss Porterfield says. Most 
ations had just two rates — day 
me and nighttime. Today, some 
ivc as main as 23 different rate 
applications, she points out. "This 
just an example of how each 
iiinute facet in the total spectrum 
I timebuying has expanded and 
leated more work." 
The professional bmcr's respon- 
bility has increased considerably 
ver the years. Today, he or she is 
ore involved in formulating 
ledia plans, must of necessity know 
ient marketing objectives and 
rategy and must be thoroughly 
miliar with broadcast markets, 
ations and related functions. 
Because of such increased time- 
iving responsibilities, plus the 
lded number (and scope) of media 
id marketing tools, agency media 
apartments have mushroomed. 
The piles of paperwork have 
ramided." the aduoman exclaims. 
Miss Porterfield believes the 
' omputer is one bright spot on the 
I ;ctic horizon. The computer, she 
els, will cut down paperwork :o 
I significant degree and also clim- 
I ate much of the time-consuming 
echanical details involved in proc- 
I'sing buys. It will also provide 
ners with vast quantities of ana- 
| tical arithmetic quickly and ac- 
rately. thereby helping to bring 
lying decisions into sharper focus 
Miss Porterfield also believes 
ency computers may someday be 



used in still newer ways such as 
helping to determine exactly which 
stations and specific announcements 
should be selected to reach the 
desired audience most efficiently 
and effectively. 

In the meantime, greater com- 
puter service will certainly mean 
more time for the timebuyer, which 
he can spend on evaluation or 
judgment that, so far. can only be 
performed by humans. 

Actually, there's little chance of 
the timebuyer's being replaced by 
the computer, as some buyers feared 
a couple of years ago. Miss Porter- 
field reports. On the contrary, 
agencies are beginning to realize 
more strongly than ever the buyer's 
importance. Those buyers who 
feared being replaced by automa- 
tion probablv didn't realize that 
computers are tools meant to assist 
— not replace — judgment. Com- 
puters can only help improve the 
buyer's selections and thus heighten 
the individual's responsibility and 
image. 

Miss Porterfield does feel, how- 
ever, that computers may lower the 
number of clerks required at esti- 
mating and accounting levels. 

Besides all these new develop- 
ments, media buyers have a great 
many more "sensitive areas" to face 
than they had a decade ago. such 
as multiple spotting, ratings tech- 
niques and methods, piggybacks. 
BAR reports, multiple rates and 
product protection. 

Miss Porterfield. undoubtedly one 
of the busiest women at her agency, 
has been working as a media buyer 
for 12 years. Principally she buys 
television, with Instant Maxwell 




Mitt Porterfield go«t over j medij icrtcdul* for 
Intrjnt Mjxwtll Hout* Coff«» with FrjnV B«rn- 
ttcin, jttittjnt account titc for lh« product 



House an active product for one 
of her largest clients. General 
Foods. 

Interestingly, she started at Ben- 
ton & Bowles as a secretary. "I 
saw where all the money was going 
and decided I wanted to spend some 
of it." she says with a smile "So 
I entered media." Much as she 
enjoys her "spend ng" job. shi. ap- 
proaches it with the prudent and 
cunning of a seasoned shopper am' 
like any wise »pcndcr. strict \ o 
serves the budeet. ■ 
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Sponsor Ross Golden and staff announcer Andy Wilson in a spoof based on the "Jimmy Dean 
Show." City of Cars' 20-second spoofs are aired eight times weekly on Orlando's WFTV. 



Ross Golden clowns with off-stage Andy Wilson about 
the secret of his success. ("It was tough, Andy.") 




■ "Aw, c'mon Ross" may not 
mean anything to citizens of Balti- 
more, Cleveland or Buffalo, but it 
has become a classic line in Orlan- 
do, Fla. 

There the slogan is synonymous 
with sponsor Ross Golden's hum- 
orous tv spots for his City of Cars 
used auto lots. 

During the past two years, while 
sales of both new and used autos on 
the national level have set records. 
City of Cars' sales have zoomed 
ahead tenfold. And Golden attrib- 
utes his success directly to his 20- 
seeond spoofs aired eight times per 
week on Orlando's WFTV. 

All in prime time, the commer- 
cials arc usually spotted in breaks 
during and between hour network 
shows. 

Some of them have been de- 
signed as burlesques of such pro- 
grams as Combat.', Jimmy Dean 
Show and Breaking Point, shows 
carried by the station. 

The spots are noted mainly for i 
their fun. and usually contain al- 
most no sales messace. 
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■olden jnd his partner in a zany bjtebjll skit which wn taped 
Ifhen the Minnesota Twinj were in OrUndo for spring training 



Beating the bushes for livingslon in j "historical" spot. Golden 
and Wilson find that Livingston has gone to the City of Cart 



OOM with spoof spots 

Orlando's City of Cars credits video for its tenfold 
rise in used automobile sales over a two-year period 



Earlier this year, mail requests 
ere so heavy for Golden's on-the- 
ir schedule that he published his 
rm's spot television times in a 
ewspaper ad! 
Typical of these requests was a 
tter from a housewife in Winter 
a\en who wrote: "I get so frus- 
ated when I've run into the kitch- 
for a snack and find that I've 
issed Ross." She added that the 
umorous commercials "arc in 
am cases much better than the 
ig network specials." 
Each spot is prc-taped and im- 
o\ised by Golden and Andy Wil- 
WFTV staff announcer, 
its are entirely the brainstorms 
the two "actors." plus ideas con- 
futed by the station's Paul Knep- 
er. 

Wilson pla>s the foil who is con- 
nuallv frustrated by Golden's 
owning responses to his ques- 
>ns. He finalK begs, "Aw. c'mon 
oss." and Golden responds with 
eady laughter, ending the situa- 
on. 

The average 20-second spot usu- 
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ally requires about 35 minutes to 
tape. Equipped onlv with an idea, 
costumes and props. Golden and 
Wilson cut up and know they have 
a "take" when the crew "breaks 
up." 

The City of Cars spoofs are of 
three types. The\ are based on topi- 
cal subjects (i.e.. the World's hair, 
the United Nations, local elections), 
famous moments in history (invol- 
ving Pocahontas, Cleopatra. Ben 
Franklin) or are related directly to 
the program theme of the on-air 
network show 

The humorous commercial angle 
had an accidental beginning two 
years ago, when the spots were done 
bv Wilson and Tom Grubbs. now 
WFTV production manager. 

At that time, the announcements 
were mainh straight-forward sales 
messages. But during one bO-secorul 
live spot, a car to be used in the 
commercial did not arrive. Grubbs 
and Wilson improvised, and their 
comic antics attracted viewer at- 
tention. 

Soon after, the commercial's slo- 



gan also came into being via the 
accident route It occurred during a 
rehearsal when Golden's clowning 
elicited an "Aw, c'mon Ross" plea 
from his partner Incorporated into 
the commercials, it soon became 
the logo for Citv of Cars. 

Gulden a'so uses f>0-second sp >t 
radio announcements, aired on 
W I OI-. These arc similar to the 
video spoofs, but contain sales mes- 
sages as well (Aildition.il adver- 
tisements appear in print media and 
on nutehbook covers ) 

Thousands of "campaign but- 
tons'" with the television slogan 
have been produced. The majoritv 
of Citv of Car's advertising budget 
goes to video. 

In the two vears that have elap- 
sed since sponsor Golden started 
on the air. Citv of Cars has grown 
to two lots (the second was opened 
in Civoa, I la ) and auto sales have 
increased from about 51) to nearlv 
5(H) [XT month With Golden hap- 
pilv m the driver's seat. Citv ol 
Cars sees no limit on tlu hon/i i 
thanks to tv ■ 
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Moon man arrives at drive-in for a little unearthly quizzing 






Armed with sample doughnuts, he rockets back home 




. . . through all-glass front. Sound over "You'll recognize us by the cracked window" (a challenge 
one Long Island boy met by tossing a brick). 



■ Mister Donut of America, Inc., 
with 150 drivc-ins in 25 states, 
considers itself "the country's largest 
chain of franchised coffee and 
doughnut shops." It's just nine 
years old. 

No small part of its rapid growth 
and recognition is due to broad- 
cast media. Says Joseph Joslin, who 
handles the account for Allied Ad- 
vertising Agency, Inc.: "Tv and 
radio have been a direct help. They 
make people aware. Television has 
taught them our name. Radio, which 
we use in saturation campaigns for 
grand openings, let's them know 
we're hero." 

The chain's first venture intc 
television occurred four or five years 
ago with IDs in Boston and New 
York. "They did a very fine job at 
that time in helping the growth of 
the company." Joslin recalls. Mister 
Donut then had fewer than 20 out- 
lets and needed most of all to create 
brand identification. 

What proved to be its strongest 
single tv promotion, however, oc- 
curred on The Price Is Right a 
year ago, when the chain gave away 
one complete drive-in (value around 
$30,000). The giveaway of a com- 
plete business created immense 
interest, Joslin says, adding that "we 
know for sure — we've been able 
to trace inquiries and investments 
directly — that it really paid off in 
terms of new franchises." 

Whatever its pay-off. Mister 
Donut advertising has usually hung 
on the well known shoestring. The 
over-all budget is a percentage of 
total sales. But advertising is placed 
market by market and varies ac- 
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strong link in drive-in chain 

If you need to build brand identification while also 
moving the goods, try television, says Mister Donut 



lording to the number of drive-ins 
I 'n caeh market which, of course, 
| ontrihute to the fund. Says Joslin. 
' The budget can't support a sus- 
I allied tv campaign — or even a 
I Sustained newspaper campaign — 
) n any one area." 

One way of solving the problem: 
o hit and hit hard with a week of 
elevision. then withdraw while 
xiint-of-sale promotion sustains 
he effort. A little later, come back 
^ ith more tv. 

Another way of keeping it going: 
>ffer premiums that can be intro- 
luced and demonstrated on tv. 
limultaneous displays at each drive- 
n keep the premium (and the 
Jdvertisingconcept) going for weeks. 

Last spring, for example. Mister 
)onut drive-ins were featured on tv 
n selected markets. Commercials 
offered toy bunnies for $2.49 as an 
-aster premium and sold them 
"by the carload." 

Just as that effort was subsiding 
k arly this summer. Mister Donut re- 
timed to television with a stepped- 
jip campaign of spots (minutes and 
)!0s) in 13 key markets for a week 
n June. Purchasers of a dozen or 
norc doughnuts were offered a 
)eachball for 25 cents. At the end 
Nf several weeks, some 90,000 had 
»ccn sold. That averages out about 
•>00 bcachballs (plus uncounted but 
lelighted children) at every one of 
he 150-some outlets. 

"Although we can't afford a sus- 
aining tv campaign." adman Joslin 
txplains, "we have to have a con- 
inuini; effort that encourages peo- 
»le to make return visits — not just 
me trip." The theory, obviously, is 



that after several visits the customer 
has built a purchasing pattern. 

The animated spots used in the 
June campaign (see illustrations) 
were made at Hal Seeger Produc- 
tions, New York, under the direction 
of Myron Waldman. former anima- 
tion chief at Paramount Pictures. 
The concept of a "moon man" who 
flies right through the big glass 
shop window subtly advertises the 
gln/ed-front design common to all 
Mister Donut drive-ins. So many 
shops pasted adhesive tape across 
their "shattered" front windows as 
a local tie-in with the tv spots that 
the chain is now working on cello- 
phane overlays that can be used in- 
stead. 

Such tv sell — like all of Mister 
Donut's advertising — is slanted 
directly at children. When a "moon 
man" asks, "Is it true that Mister 
Donut doughnuts are the best- 
tasting in the world?" youngsters 
love the question. They literally "eat 
it up" by soon persuading their 
parents to take them out to the 
nearest Mister Donut drive-in where 
they can answer the question for 
themselves. 

And with an almost child-like 
delight in sweets. Mister Donut 
makes sure that once the kiddies 
arrive they're greeted by an irresist- 
ible variety of desserts to try — 
pineapple-flavored doughnuts, for 
example. 

Why is everything zeroed in cm 
the kiddies? 

Replies the Allied Advertising 
Agency spokesman. "Pasieally. we 
know from studies that it's the kids 
who eat the douchnuts." And fam- 



uly 27, 1964 



Tv tell endi with "outUn on th« moon — 
loon" th»m«. 

Hies with children bin doughnuts 
by the dozen. 

I he ehikl consumer is so import- 
ant, in fact, that the chain's real 
estate department (which has grown 
from one to seven employees in nine 
years) won't give the green light for 
constructing a new drive-in unless 
the immediate neighborhiHxl has ;i 
high population of children 

And vvhen a heavily advertised 
grand opening occurs, free samples 
draw the youngsters to the scene like 
ants to a picnic. To play it doubly 
safe. Mister Donut likes to have a 
tv personality on hand u>o Prized 
attractions arc people like Uozo the 
Clown or Miss Jean of Rt>mp<r 
Room. 

Mister Donut is the br i n-.nul 
appetite child of Harrv Wmok 
a certified public accountant, vvh »c 
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Getting 
'submarines' 
into the air 

Using radio to reach 
hungry on-the-go customers 
boosts a single restaurant unit to 14 
and pyramids $180 to $1.8 million 

in seven years 



background includes extensive man- 
agement experience in industrial 
feeding. 

When he observed the popularity 
of rural drive-ins, plus that of 
doughnut shops in towns, he asked 
his wife why the two together 
wouldn't be better yet. She won- 
dered, too. They decided to at- 
tempt it on their own and opened 
the first Mister Donut shop in 1955 
in New England. 

As their business quickly mush- 
roomed into another drive-in and 
then another, they soon realized the 
enormous financing problems as- 
sociated with rapid expansion. As a 
result, they decided to let franchises 
where feasible. Then feasibility, too, 
burst into bloom and resulted in 
Mister Donut's 150-soinc units 
today. (Athough Mister Donut, Inc., 
owns some of its drive-ins outright, 
it's essentially a franchising opera- 
tion with headquarters in West- 
wood, Mass. Winokur now serves 
as board chairman, while principal 
administrative duties fall on the 
shoulders of David Slater, president 
of the chain.) 

Mister Donut's media history has 
grown right along with the chain. 
Initially, ads were placed in news- 
papers only, then in newspapers 
plus radio. Now schedules have 
become tv-oricntcd, with newspapers 
supplementary and radio used 
"whenever we can get n good 
schedule.'* 

In dollar terms, that means tele- 
vision is getting "the major portion" 
of the advertising budget — some 
$60,000 to $70,000 "so far this 
year. Radio is hardly neglected, 
however, and came in strong for 40 
percent or more of the budget hist 
year. Some print, notably Life 
magazine, is also being used this 
year. 

This supple media mix has paid 
off solidly. The 150-unit chain has 
30 to 35 new units under construc- 
tion right now, expects still more 
before the year's end in its growth 
down the Atlantic seaboard and 
through the Midwest. And early 
1965 will no doubt see its 200th 
addition, its next major landmark. 
Considering what's been accom- 
plished in just nine short years, 
such projected goals will, thanks in 
part to tv, be achieved with case. 
Meanwhile, Mister Donut is selling 
doughnuts like the dickens — 150 
million a year. ■ 



■ There arc two Mikes in this 
story, both of them mighty. 

One is radio's mighty micro- 
phone. 

The other is Michael Davis, pres- 
ident of Mike's Giant Submarine 
Sandwich of America, Inc. Davis, 
a young man in a hurry, was re- 
cently nominated Food Service 
Operator of the Year for the Golden 
Plate Award made every year by 
the International Food Manufac- 
turers' Assn. 

The story is subtitled "How to 
turn $180 into $1,800,000 in seven 
profitable years." 

Davis, who today is only 29 
years old, started with a capital of 
$180 in 1957, plus a unique system 
for the submarine sandwich busi- 
ness and a conviction that advertis- 
ing — specifically radio advertising — 
was essential to the rapid expansion 
he planned. The unique system and 
heavy radio advertising produced 
$1,800,000 gross in 1963. Davis 
expects to produce over $2.5 mil- 
lion gross in 1964. 

Mike's Giant Submarine system, 
applying meticulous and detailed 
work methods, results in the com- 
plete standardization of the produc- 
tion and quality of food served. 
Applied to a business that had here- 
tofore been helter-skelter, the sys- 
tem requires a minimum of equip- 



ment and help for preparation and 
service, combined with the highest 
possible and most consistent quali- 
ty- 

With a system Mike Davis was 
sure would work, his first store 
opened in Albany in 1957. 

Now to advertise. 

The medium selected was radio. 
The first week's budget was $300 
— and so was the first week's gross. 
But that was just the beginning 
(see table). 

As business improved. Mike's 
Submarine's advertising increased 
in proportion, and Albany-Schcncc- 
tady-Troy's 50,000 watt regional. 
WPTR, became the pivotal station 
in what is now a six station network 
—three in the Tri-Citics (WPTR, 
WTRY and WXKW, two in Buf- 
falo (WKBW and WNIA), one in 
Glens Falls (WWSC). This station 
list, Davis told Sponsor, will in- 
crease as his plans for expansion to 
Rochester, Syracuse and Utica 
come to fruition in the next few 
years. 

Almost 100 percent of this year's 
budget will go into radio. Mike 
Davis applies the same meticulous 
care to his radio advertising that lie 
applies to the rest of his business. 
In on the planning are Frank 
Nost.ro, who two years ago joined 
Mike's Giant Submarine to handle 
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ROAST BEEF 
SANDWICHES 




fl J T 




Mike Davit (right) and Perry Samuels in front of Mike's new dual drive-in restaurant 



'id\crtising and promotion, and 
l'err\ Samuels. vice president and 
general manager of WTTR. Bach 
ulds his unique talent, and their 
iiutual respect helps produce highly 
• uccessful campaigns. Many of the 
deas for copy approach originate 
vtth Da\is himself; then, in his 
\ords. "Frank Nostro polishes 
hem. coordinates the effort and 
carefully administers the campaign 
to see that the final product is con- 
•istent with the original concept." 

Da\ is goes on to say . "We use 
'err) Samuels* intimate and ex ten- 
iae knowledge of radio and the 
adio stations in our trading area to 
nelp us define broad objectives. 



procedures and strategy from which 
we then cull our own tactics." 

Those tactics ha\c taken main 
different courses over the years. The 
schedules are always hea\\ — run- 
ning from 50 to 100 or more spots 
a week — and the copy is always 
promotional, exciting and inviting. 
The techniques — such as the use of 
a jingle and specific copy lines — 
change to fit the existing situation. 

Last month, something new hap- 
pened to Mike's (iinnt Submarine 
Sandwich of America. Inc. The 
something new is a dual drive-in 
composed of two buildings formed 
into a V — one serving Mike's giant 
submarines, the other Mike's now 





Number of 




Advertising 


Year 


units 


Sales 


budget 


1957 


1 


S 15,000 


S 3,000 


1958 


2 


20,000 


5,000 


1959 


4 


70,000 


10,000 


1960 


6 


200,000 


25,000 


1 1961 


7 


300,000 


40,000 


1962 


10 


600,000 


70,000 


1963 


12 


1,800,000 


90,000 


1964 


14 


2,500,000* 


125,000' 



Estimated. 



Neba roast beef sandwiches. All of 
WTTR's airmen \isited the store 
on the day of the opening — before 
the customers came to taste the 
sandwiches and get detailed infor- 
mation on the operation. Thus 
armed. they returned to the station 
to tell listeners about Neba with a 
spot every hour of the das from 
six in the morning until three the 
next morning 

Joined by' \S I R*i and WXkW 
two days later, the three stations 
produced what has come to be ex- 
pected as usual — a tremendous 
grand opening 

\sked win he chose and con- 
tinues to choose radio as his almost 
exclusive advertising medium. Mike 
l)a\is says. "We're a business on 
the go that wants to reach people 
on the go fv cry hod) eats, and we 
want a medium that reaches every 
hod) We have a particular intcres! 
in young adults and large young 
families with a lot of mouths to 
feed Radio particular!) the sta- 
tions we se eoted reach that mar- 
ket, in in) opinion, extensivelv and 
most efficiently We're a voim* 
expanding business and we wait a 
medium that matches our vita ity 
dial's why we selected radn 
and continue to use it It h is bee 
part of the mix that has produi d 
our eratilvme. success" ■ 
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Who reads specialized business publications 

. Customers. 

Whose ? 

Yours. 




Call thorn purchasing agents call thorn marketing due< tois rail them \ p (.illlli-rn 
superintendents manager"* estimators spenders buvers t i msullant <)<• iff (t>n 
trat tors, chemists, ph\su isls, engineers or ,in\ other title known to ah* men \\ I .it 
e\er the label, >ou tan he sure that your ciistomeis read the hu nes prt 

You can he sure because no one holding .i responsible pos turn will ho d l long 
without reading publications appropriate tc» his work Ih.it s not the v ret ot a- 
sponsrbi lily — but it's a clue 

Advertisements in the business press — trade, industrial and protessional publica 
tions — attract customers while they're exercising their responsibility to keep informed 

The climate's right. The price is right. 

Budget as you behave * There are no dollars in advertising budgets more etticient 
than those invested in the business press. 




191 J E>c Street, S W., \% .nhinnton. ().( .■OIXH, Kr/ttn ft I n ' th>- .J-/ > / < ' 
oi \jliunjl Busim-s* Puhlu ,1 Ik ins li \sl< •■ nu nt)rr hp <;i/ i ' it 
mtlvpcndfnt .ilk/iIs h\ the Audit Burr.t i <>! ( in u .if " Ihi' Hu •• / 
/\u(/it at ( ircu/.llions ln< ui l/ir ( jn.i / j( ( m u jl u * \wl ( li >e / 



* Tho (jet thjt >ou on ho reached hos jo»t b'-rn d.'nt imtnt. 1 





The specialized business press is industr\ s reporter 
management s instructor the sales managers d fin- 
ing roc) the marketers market dita s nine ReacJ b\ 
the man who wants to get ahea I and the man de'er- 
mmed to sla\ ahead tl e business pre-'. |c,k »>x the 
newcomer, trains the anakst retreads tl e ( I l-t mer It 
serves pin-points identities It s n >t a tins to all 
men It is speciln seeki ig o jt sp<> a e I n nkets It 
isolates clarinet insp res It reaches en ( icnth 
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THE CHANGING SCENE 



STV Potential Boom for California Economy 



If the predictions of a research 
firm retained by Subscription Tele- 
vision, Inc. are accurate, STV could 
generate a $1.9 billion impact on 
the California economy. 

Dr. James M. Gillies, assistant 
dean of business administration at 
UCLA, in reviewing the study de- 
clared, "This is representative of 
support for 237,000 new jobs, and 
based on the current ratio of popula- 
tion to employment in California, 
these new employment opportunities 
can support a population gain of 
650,000 persons." 

Speaking for itself, the Shipley- 
Stewart Corp., which conducted the 
study, said, "The impact potential of 
STV on the California economy is 
of such magnitude that it could make 
a substantial contribution toward 
filling the anticipated slack in de- 
fense industry growth." 

The report added that the most 
dramatic economic benefits are ex- 
pected in the movie production in- 
dustry, estimating a doubling of 
California feature film production 
over the 1963 base. Employment in 
the studios is forecast to increase by 



more than 32,000 with a payroll 
increase of $272 million. Increase 
in production of other filmed tv 
shows will produce an estimated $24 
million in new payrolls. 

The report continued: "'STV is 
expected to have 1,000,000 sub- 
scribers by the early 1970s. At this 
level of subscription, the STV sys- 
tem has the capability of directly 
generating new employment oppor- 
tunities for 38,000 workers, an 
annual payroll in excess of $315 
million and a cumulative capital 
investment approximating $170 
million." 



NBC Safe in Chicago 
Following FCC Decision 

For NBC, something good came 
out of those indignantly protested 
Chicago hearings held by the FCC 
in 1962. FCC's decision to renew 
licenses for WNBQ-TV — and for 
the net's radio outlets, WMAQ-AM- 
FM — was partly based on hearings 
on local live programing in the 
Chicago area. 

The commission dismissed a peti- 
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BARKER SPONSORS AMERICANA SERIES 




Barkers, Inc. is sponsoring the WNHC-TV-produced 13-week series, "This is 
America," featuring fairs, rodoes, spectaculars. It will tie-in to current World's Fair 
by awarding two separate weeks on the station's houseboat docked at the Fair. 
Here (l-r) Barkers' director of merchandising Jack Kipperman, advertising director 
Jerry DeMusis, station account executive Bruce Georgi, Franklin Store Corp. director 
of advertising Sylvan Traub, station manager and general sales manager Robert H. 
Teter. 



tion by the Chicago local of the 
American Federation of TV and Ra 
dio Artists to set a hearing on the 
renewals. AFTRA unit said the 
NBC stations were not living up | 
promises on local live programing. 

FCC said it had reviewed NBC's] 
programing and did not fin 
AFTRA allegations of unkept prom 
iscs or dwindling local live percent- 
ages were true. The 1958-1961 
record on WNBQ shows an increase 
in the local live programing, and 
WMAQ has lived up to its 1958 
programing promises, FCC told the 
union. In addition to these reports 
to the FCC, the Chicago hearings 
also showed the applicant had made 
"reasonable efforts" to serve the 
public with local live programing 

It will be remembered by some 
that the presiding commissioner. 
Robert E. Lee, found the union 
locals had themselves gone some- 
what off the track of the local-live 
inquiry. Both AFTRA and NABET | 
"addressed themselves in substantial 
measure to a consideration of the 
lack of more network program 
originations in Chicago, and not tc 
the more specific issue of the need, 
if any, for more local live origina-| 
tions " said Lee. 



Ford To Sponsor New 
Christy Minstrels at Fair 

Ford Div. of Ford Motor Co 
(via J. Walter Thompson) wil 
sponsor a half-hour musical direel 
from the World's Fair Aug 6. The 
color program, to originate in from, 
of the United States Pavilion with] 
the Unisphere in the background 
will feature the New Christy Min- 
strels and young British comedians 
Tony Hcndra and Nic Ullett. 

Jackie Mason, originally sched- 
uled to appear on the Aug. 6 show 
will be a guest on the second pro- 
gram the following week. 

Ford Presents the New Christ) 
Minstrels, produced by Gary Smith 
takes the time spot of the vacation- 
ing Hazel scries, which will resunu 
Sept. 17. 

The Minstrels will offer song; 
from several countries, and Ameri- 
can tunes sung in foreign languages 
The British comedians will do comic 
spoofs on topical themes, including 
the celebration of Shakespeare'; 
400th anniversary and a takeoff or 
the takeoff of planes in variou' 
languages on different airlines. 
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ALL THIS FOR THE PRICE OF NONE 

tJL a*af 

gin National Watch Co. (Gumbiner-North) it making available lo its local dealers two 60- 
tcond tv commercials for local advertising. They had originally been used in Elgin sponsorship 
the network "Jonathan Winters" show last February and have been edited to give dealers 
i opportunity for local information. The "Centennial Family of Products" commercial covers 
e wide scope of Elgin products from watches to radios to diamond rings 



Iristol-Myers Introduces 
*Dana Durenamel on Tv 

Network television and saturation 
spot campaigns in ke\ markets 

wc planned by Bristol-Myers for 

L new "anti-cavity" toothpaste, 

pana Durenamel. 
In the largest clinical test ever 

'inducted with three famous tooth- 
istes. according to Bristol-Myers, 
e new product stopped cavities 
■> percent better than the leading 
annous fluoride brand. 
"As additional clinical results on 
ntal health are established," said 
esident William M. Bristol, "we 

ill make the findings immediate]) 
ailable to dentists and to the 

Hblie." 



L'xpands Tv Promotions 
o Maryland Theaters 

|\\BAL-TY is going after the 
iltimore area audience with a 
ulti-media campaign from taxi- 
,eks, radio, newspaper, outdoor to 
■ latest, mo\ ie theaters. Via an 
,reenient with Allied Motion Fic- 
irc Owners of Maryland, 20- 
;ond color trailers will be shown 
( 50 theaters. 



IIGM Announces Eight 
lew Television Series 

Scheduling of pilot films already 
*i for eight new television series 
|inned for the 1465-66 season was 
• nounced last week b> MGM-i \\ 
marks the most extensive pilot 
edule in MGM-TV's historv. 
Five new show s to be presented in 
Pfiation with NBC are I' lease 



Don't Eat the Daisies, Kissm 
Cousins, Andy I lardy. See Here 
I'rivate Hargrove and I lie Mayor. 

Set with ABC are Meet Me in 
St. Louis and an untitled western. 

The lhas-os. hour drama of the 
post Civil War West, has been set 
for CBS 



Newark Station Sold 

WFME (FM) Newark was sold 
by Bergen FM, Inc., to United 
Broadcasting of New Jersey for 
S450.000. with Fdwin Tornberg the 
broker. Richard Faton. president 
of United, has diverse station hold- 
ings, including WBNX New York. 
WFME broadcasts on 94.7 me with 
an FRP of 13.5 kw. 



In the Interests of . . . 
Clarity, Snys Agency 

I he W I) I \on ( o of < i.d ii 
U.ipids will than \ lis iiirjtni.il 
name u'liLiiriL nt with Ms mow lo 
new oil ices in I lie Much. nits S.i 
tion.il Bank Building Sew lundk 
Creswell, Muiisell. Sihulvit \ /ir 
bel, I ne It's j lot longer, but ninu 
aeeiiratelv reflects the ai:uiL\'s 
present ownership ,nul management 



ABC-TV Fall Sales 

The network picked up s mil- 
lion in |iartiei|iation business for 
the fall. 

Bristol-M\ers (Young \ Rubi- 
eam ) bought into \\'as;oii I ram. 
Sunday \'ii>ht Mttsies, \'osa\;e in 
the tiutiom of the Sea. II' end \ and 
Me, lien Casey. Fes ton I'hue, 
Shindig, Mickey. I he Addams 
Family. Valentine's Do\, I lie Outer 
Limits, election night aneragc. Hoh 
Young with the Sews. 

Chesebrough - I'ond's (William 
Est) ) into Lite Sunday Xivht 
Movies. 

Florida Citrus Commission 
(Campbell-Ewald ). 77k* Addams 
Family, Shindii;. \l'at;on I rain. 12 
O'Clock ///t»/i, 7 he Sunday \ie/i/ 
Movies, Hollywood Folate. I he 
Jimmy Dean Show. 

I'harmacraft Laboratories ( I'a- 
|iert. Koenig. lois), Fes ton I'hue. 
lien Casey, I he Jimmy Deati Show. 
Sunday Y/e/i/ Musics. 



SIGNS FOR 305 'FILMS OF THE '50s' 




Following KREM-TV s contract signing for 305 Seven Arts features, SA national sales director 
len Hammer (I) shows station general manager A| Hunter (c) the Spokane listing on the S* 
sales chart of tv markets, looking on is Donald Klauber, SA vice president and sales manage- 
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the changing: scene 



Schiff Forms New Agency 

Ralph M. Schiff, formerly execu- 
tive vice president of Sackel-Jack- 
son and more recently occupying 
the same spot 
with Parsons, 
Fricdmann & 
Central, has now 
formed his own 
shop in Boston 
— Ralph Schiff 
& Partners, 312 
Stuart St. 

In the agency 
business some 20 
years, Schiff was 
one of the original founders of the 
Sackel Co. and became executive 
vice president on the merger with 
Jackson Associates, house agency of 
Lestoil. Thus he was for several 
years involved in the administration 
of one of spot television's biggest 
users, Lestoil Products. 

Following the dissolution of 
Sackel-Jaekson two years ago, 
Schiff and several others from that 




Ralph M. Schiff 



agency joined Parsons, Fricdmann 
& Central, Boston. 

Joining Schiff in the new venture 
lire: 

Edward D. Moisellc, executive 
vice president, formerly with PF&C. 
whose specialty is the food and 
packaged goods field; Floyd E. 
Phelps, vice president, specializing 
in floor covering, home furnishings 
and housewares; Lawrence F. Mac- 
Neil, vice president and art director, 
formerly art director for Reach Mc- 
Clinton's Boston office; Kenric L. 
Horner, copy chief, former vice 
president of Callaway Associates. 

Taft Broadcasting Co. 
Doubles Sales, Profits 

First quarter sales and profits for 
the Taft Broadcasting Co. were 
twice last year's levels. Net earnings 
for the quarter ending June 30 were 
$1,163,607, as compared with 
$565,746 the previous year. 

Lawrence Rogers II, president of 
Taft, told his stockholders, "Your 
company has virtually doubled in 
size and scope." 

Rogers reported that all broad- 



casting divisions of the company hat 
"moved strongly ahead of last year' 
first quarter." 

Tv Test for Frostings 

Day and nighttime saturatioi 
spots are being run by Betty Crock 
cr Div. of General Mills in si: 
widely scattered test markets acros 
the country for a new ready-to 
spread frosting. 

Areas arc: Sacramento-Stockton 
Phoenix-Tucson, Denver, Minne 
apolis-St. Paul, Hartford-New Ha 
ven and Albany. 

Regional copies of national mag 
azincs are also being used to intro 
duce the frosting, which is sealc, 
in plastic tubes to keep withou 
refrigeration. 



Sells Washington Station 

KOFE Pullman has been soli 
by M. William Wippcl to Kellie R 
Lowe, Jr., for $70,000, via Edwi i 
Tornberg. 

The new owner of the 1 kw da\ 
timer also owns an electronics fin- 
in Memphis. 
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BURRY'S TV BAKERS 




turjlion tpot Iv campaign in tuch major 
irkett at New York, lot Angelet and Boston 
atur*t this tinging trio for the Burry Bitcuit 
v of Quaker Oatt (Weightman). Each com- 
•rcial tellt a tpecific Burry't product — 

ucfiot. H jppy Family, Chocolate Chip and 

tllo line." 



IBC-TV Central Sales 
lakes Two Appointments 

Appointments of Robert J. Kee- 
Mn to account executive and Riclr- 
•d E. Masilotti to sales planning 
ad development manager, Central 



Sales, NIK*- 1 \ , Chicago, haw been 
announced 

Keen. in has been manage! ol 
sale pi. inning and development tor 
the past three wars. \ iiinc-ycai 
NBC veteran, he ua\ a sales de- 
velopment representative with NBC 
m New York before g nng to Chi- 
cago in |9hl, lie began with NB( 
as a page in the network's New 
^ ork studios. 

Masilotti luis been senior assistant 
in snles planning since last Septem- 
ber. He was with brank A. Saiise 
Enterprises. ABC and Da} time l v 
Sales Service before joining NBC. 



Blair Promotes Pattyson, 
Adds Promotion Manager 

Brewster G. (Bruce) Balls son, 
an 11-year veteran with John Blair 
& Co. and the first station sales 
representative in the Boston market, 
lias been named a vice president of 
Blair Television. Also announced 
was the appointment of David E. 
Partridge as promotion manager 

Paltyson joined the firm in 1953 
as manager of the New England 
office for both radio and television. 



!1C 





Browttor Pattyton 



David Partridg* 



In 195h he was appointed New 
bngland manager for the television 
division when Blair's AM and tele- 
vision activities were increased in 
that market, lie began his career 
in broadcasting in 1950 as a local 
sales representative for WB/-W1 
I V Boston. 

Partridge lias been in broadcast- 
ing for more than 24 years, lor 
the past 10 years he was advertis- 
ing and sales promotion manager 
for Group \\ , W estinghouse Broad- 
casting Co , 12 years with C rosley 
Broadcasting Corp. and two years 
with KMBC Kansas City, lie has 
also held positions as assistant pro- 
motion manager, director of pro- 
motion and general sales manager 
at YA 1 W Cincinnati 




^/fj^oij Jit-id tJ2e 

There'd be times when you would wonder if you 
were operating a travel bureau or a highly mobile pro- 
duction team. That's the way it struck us as our 
40-foot, quarter-million-dollar VideoTape Cruiser 
covered 40,000 miles, handling assignments for three 
networks, a multitude of sponsors ... and doing jobs 
for our news and special events department. Our 
TV-Station-On-Wheels has been on the go for every- 
thing from football to the footlights of a Lake Tahoe 
night club. If you have a demanding production 
problem that requires six Marconi cameras, two 
VideoTape recorders, complete power plant and every 
conceivable technical necessity, take our bus... and 
leave the taping to us. For details, call Petry or our 
Travel Agent,' Jim Pratt. 

WFAA-TV 

The Quttity Station tf>r>inr; the Delist Fort rt£Vf> A'artef 

ABC. Ciannel 8 Commun cations Center / 
B'oadcest Servtces o' The Dal n» Mom n,g 
News/ Represented by Edward Petry f. Co . inc 
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Desilu Sells 12 Series, 
5 Specials to UAR-TV 

United Arab Republic Television 
of Cairo recently purchased 12 
scries and five specials from Desilu 
Sales, Inc. The sale, one of the 
largest on record in foreign tv film 
distribution, involved a total of 854 
individual program episodes, includ- 
ing the specials. Included arc 217 
hour programs and 251 half-hour 
programs. 

UAR acquired the following: The 
Lucy Show (58 half-hours), Desilu 
Playhouse (48 episodes), Untouch- 
ables and The Scarface Mob (118 
episodes), Greatest Show on Earth 
(30 episodes), Fair Exchange (15 
hours and 11 half-hours), Harrigan 
and Son (34 episodes), Glynis (14), 
Guestward Ho! (38), Fractured 
Flickers (26), Rod Rocket (26), 
Travel Time (65), Funny Company 
(260). 

In addition UAR-TV acquired 
the Lucille Ball-Bob Hope Special, 
Wild Is Love, The Idol, The Abbey 
at Monte Cassino and Alcatraz, the 
Lonely Rock. 

Rep Appointments 

Mid-West Time Sales appointed 
sales rep in Missouri, Kansas, Ne- 
braska, Tennessee and Iowa for 
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WGBF Evansvillc, Ind. . . . Harold 
II. Segal Associates named national 
and regional sales rep for WMLO 
Beverly, Mass., and New England 
sales rep and national sales coor- 
dinator for WBOS (AM & FM) 
Boston . . . Cob Dore & Associates 
appointed national reps in New 
York, Chicago, San Francisco and 
Los Angeles for WLLE Raleigh. 
N.C. Bernard I. Ochs Co. will be 
rep in the South and Southeast. 

Six stations have assigned their 
sales chores to William L. Simpson 
& Associates of Seattle. They are 
KACY Ventura - Santa Barbara 
County, KLYD Bakersfield, KROY 
Sacramento, KQEN Roscburg, 
Ore., KYNG Coos Bay, Ore., and 
KELA Centralia-Chehalis, Wash. 
In other appointments, the Blair 
Radio Div. of John Blair was named 
to handle national sales for WPOP 
Hartford-New Britain, a 5 kw out- 
let acquired a few months ago by 
Joseph C. Amaturo and Associates. 

AAAA Western Office 
Moves to Los Angeles 

The western office of the Ameri- 
can Assn. of Advertising Agencies 
moves from San Francisco to the 
Los Angeles area, effective at once. 
The new office is at 8500 Wilshirc 
Blvd., Beverly Hills. Thomas V. 
Mahlman, assistant vice president, 
continues in charge. 
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Bond Appointed MGM-TV 
Midwest Sales Manager 

Clayton E. Bond, veteran motion 
picture and Television salesman, has 
been appointed Central Div. man- 
ager of MGM- 
^"SS^k TV's Syndicated 
v| Sales operations. 
t Bond, who 

J , — ; * w '" headquarter 
I * in Chicago, has 

i y^ .- 1 spent the past 
" 18 years selling 

W^fgrA theatrical film 
fl/l J | and television 
Clayton e. Bond programing. He 
began his career 
in 1946 as a motion picture sales- 
man for United Artists. Three years 
later he joined 20th Century-Fox i 
in a similar capacity and in 1952 
was named to take charge of its 
newly-formed tv production sales. 

In 1956, Bond joined NBC Films 
covering Ohio, Indiana, Kentucky 
and West Virginia. He moved over 
to CBS Films in 1960 covering the 
same territory. Last November he 
joined the midwest sales force of 
MGM-TV. 



Four Star Creates 
Motion Picture Division 

In a major expansion move, Four 
Star Distribution Corp. has created 
a motion picture division. As part 
of this move, the company has ac4 
quired the exclusive services of Jay 
Cipcs and Ed Palmer, independent 
film packagers and distributors who 
are active in the field of interna- 
tional motion pictures. Four Star 
has also acquired all rights to film 
product owned by Cipcs and Pal- 
mer. 

Four Star's first feature film 
package for syndication, "Four 
Star Spectacular Showcase," will 
feature 15 films never before tele- 
cast in the United States. Fourteen 
of them are in color. 

Murfreesboro AM-FM Sold 

WMTS-AM-FM Murfreesboro. 
Tcnn., have been sold by Arthur D. 
Smith, Jr., to Mrs. Joyce R. Ehr- 
hart, Madison, Wis., for $175,000. 
subject to FCC approval. WMTS 
is a 5 kw daytimcr on 810 kc.; 
WMTS-FM operates on 96.3 mc. 
with 3.6 kw ERP. Broker was 
Chapman Company, Inc.. Atlanta. 
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illette First Half Income Down 

Consolidated not income of die Gillette Co. for the 
x months ended June 30 was $15,(00,000, compared 
ith $20,270,000 for the comparahlc I WO period 

Based on the numher of sluircs of common stock 
islanding at the end of each period, the amount 
rned per sh;ire of common stock was 55 cents, eoni- 
ired with 72 cents tor the first six months of 1WO. 
At its recent meeting, the boanl of directors de- 
lured the regular quarterly dividend of 27.5 cents a 
pure on the common stock. pa\ablc Sept. 5 to su>ck- 
olders of record Aug. 3. 

/lagic Secret Seizure by FDA 
Hurts Helene Curtis — Gidwitz 

Helene Curtis Industries. Inc. has reported sales of 
W9.367.S50 for the three months ended May 31. This 
mipares with $I7.2N8. 1 )X2 in the comparable 1963 
I ;riod. 

Net earnings for the current year's quarter were 
I25.S55, equal to 5.9 cents a share on the 2.144.594 
| mres outstanding at the close of the period. 

President Willard Gidwit/ pointed out that the Ma\ 
I. 1964. quarterly earnings are after operating losses 
kid tax credits relating to foreign subsidiaries, while 
m 1963 quarterly earnings of $306,294 do not re- 
•ct such items. 

"Sales and earnings were adverseh affected lor the 
st quarter, " he said, '"because of the seizure of Magic 
cret wrinkle lotion b\ the Food and Drug Adniinis- 
ition. 



Mde-Band FM Microwave 
|ystem Introduced by RCA 

A new wide-band FM microwave relay system for 
tmsmission of color or monochrome television in the 
.5 to 13.25 gigacycles band has been introduced b\ 
[CA. Utilizing a new type klystron generating a power 
350 milliwatts, the equipment is claimed to have 
icellent frequencv stability and dependability without 
fed to resort to AFC circuitry . Up to three sound 
lannels can be operated in conjunction with the main 
ideo) channel. 



irke-Davis Reports Increase 
First Half Sales, Net Earnings 

Sales of S93.600.S50 and net earnings of $10,949.- 
1 0 for the first six months of 1964 were reported b\ 
.rke-Davis & Co.. pharmaceutical firm. Net sales 
owed a 3.S percent increase over a similar 1963 
|riod. while net earnings were up 14.6 percent. The 
mpany expects to pa\ a 25 cents per share dividend 

about 65.000 shareholders Jul\ 31. 



lew Sound for ABC 'Flair Reports' 

I A musical signature that sounds like a trumpet fan- 
wc. but isn't, has been created for ABC Radio's f lair 
h'poris. AelualK. no musical instrument is used. In- 
trad, electronics is used in a coinpuier-like fashion 

iveloped b\ composer-conductor Ravmond Scott. 



Join 

THE FOREST RANGERS! 




JOIN THE FOREST RANGERS IF YOU WANT: 

■ The only first-run, color, outdoor, adventure tele- 
vision series available for syndication in the U.S. 

■ A show completely pre-tested in the Canadian 
market and currently No. 1 Canadian children's TV 
show, top show In Its timeslot, and offering four 
times the share of audience held by established 
children's series. 

■ 78 half-hour episodes of outdoor action for 
children, available in color or black and white. 

■ The only children's TV show that combines the 
excitement of forest fire fighting , gold prospecting, 
space capsules, helicopters and wild animals— all 
in a contemporary setting. 

■ An award-winning series that informs by entertain- 
ing, and Introduces youngsters to the vast North 
American outdoors. 




To join THE FOREST RANGERS, .'.r :e 
ASP Productions Ltd., Kleinburg, Ontorio, or call 288-1 1 58 
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Tv Specials: Active 
Area of Expansion 

Two television production outfits, 
one in New York and one in San 
Francisco, are moving into the field 
of tv specials production. 

On the West Coast, Independent 
Producers Associates of San Fran- 
cisco, which is already active in the 
production of tv scries, commer- 
cials and industrial films and fea- 
ture films, has formed a new divi- 
sion, with Cally Curtis as vice pres- 
ident. Work has begun on a series 
of one-hour specials titled Opening 
Night At . . ., starring Ken Murray. 
Opening Night at the Ice Follies 
and Opening Night at the San Fran- 
cisco Film Festival are completed 
and will be sold by MCA-TV. 

Formerly a writer for such net- 
work shows as Dennis the Menace, 
Father Knows Best and Climax, 
Miss Curtis was also executive pro- 
ducer for Jack Douglas Produc- 
tions and producer of several net- 
work programs, including Do You 
Trust Your Wife? and The Johnny 
Carson Sliow. 

Sextant Inc., an independent tv 



and motion picture production com- 
pany in New York, is expanding, 
has named Allan B. Schwartz as 
head of New York production. 
Schwartz is at work on the first of 
a group of specials aimed for the 
1964-65 season — it deals with 
the summer stock theatre boom. 

FDR, Sextant's television series, 
secured an ABC-TV berth for next 
season and negotiations are re- 
portedly underway for a rerun of 
Inside the Movie Kingdom — 1964 
which was originally shown on 
NBC-TV last March. 

Boston Groups Combine 
In Communication Council 

To maintain a closer working 
liaison between all groups in the 
area interested in the broad field of 
communications and marketing, 14 
organizations in the Boston area 
have formed the Marketing and 
Communications Council of Great- 
er Boston. The president and 
chairman of the individual groups 
will serve as members of the coun- 
cil, which will meet bi-monthly to 
discuss problems and possible ac- 
tion. Council will also serve as 
a clearing house for speakers and 
speaking dates. 



Borden Ups Net Tv Budget! 

This fall will see Borden (Y&R) I 
back in the network swing withll 
gusto resembling its activity in the | 
'50s. 

A schedule of participations in I 
four ABC-TV daytime programs I 
will kick off in October as part of 
Borden's PACE (President's Ad- 1 
vertising Campaign for Expansion) I 
program. It was through PACE I 
that Borden, in 1962, ended a two- I 
year hiatus from network television | 
with a series of participations in- 1 
volving eight daytime shows on 
NBC-TV, which have been aired 1 
regularly ever since and will con- , 
tinue. 

Estimates are that the extension 
will significantly increase the 1963 
network tv budget of over $3.5 
million. 

Commercials, like those on NBC-'l 
TV shows, will feature Elsie, the] 
Borden cow, and will cover a broad' 
range of products. 

ABC Sells Out College 
All-Star Grid Clash 

• 

ABC's Aug. 7 coverage of thcj 
31st annual College All-Star Game, I 
pitting the top college grid stars I 
against the NFL champion Chicago } 
Bears, will be sponsored for the | 
third straight year, on radio. b\ . 
United Motors Service Div.. Gen- 
eral Motors (Campbell - Evvald). I 
The tv end has been sold to Gillette ' 
(Maxon). Goodyear Tire & Rubbci 
(Young & Rubicam), Pabst Brew- . 
ing (Kenyon & Eckhardt) and R. J.l 
Reynolds (William Esty). 

Buys Virginia Station 

Richmond attorney Braxton Val- * 
entine and communication execu- f 
tive Arthur Arundel have pur- 
chased WBOF Virginia Beach, 
which has been in court receiver- 
ship and off the air since Febru- 
ary. The pair hope to put the sta-1 
tion back in business sometime 
this summer. 

Arundel is president of WAVAl 
(AM & FM) Arlington. WXVA 
Charles Town. W. Va.. and licen- 
see of WARR (FM) Warrenton, 
Va. He also publishes the Loudoun 
limes Mirror in Leesburg. Va. 
Valentine, who will be president 
of the Virginia Beach station, 
practices law in Richmond and . 
Washington. 

SPONSOR 
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EQUESTRIAN DJ'S JOIN PARADE 




Admirable (and surprising) display of horsemanship by KDIA disc jockeys paced 
festivities at San Francisco's June Teenth Parade, run by Oakland merchants and 
highlighted by selection of Miss Bronze of Northern California. The station's 
staffers also met a team of San Francisco attorneys on the baseball diamond 
and treated them to a 14-3 defeat, all in a day's work. KDIA also handled on-the- 
spot broadcasting of the event. 




IBC Films chairman George A. Graham, Jr., 
0 tigm conlrjcl with Encyclopaedia Britan 
•ica Filmi' president Charlei Benlon. Con- 
act givti EBF rights to adapt any of NBC's 
segmentary, news, specials, religious and 
pildrvn's programs for distribution to edu- 
ttional institutions. First three programs 
ated for adaptation "Cuba: Bay of Pigs," 
Birth Control — How?" and "The American 
evolution of '63." 



Kcademy Names Simon 

The San Francisco branch of 
10 Academy of Television Arts 
nd Sciences has elected Louis S. 
imon as president. He's general 
lanager of KPIX in the Bav Citv. 
Khcrs elected include first vice 
resident Harold P. See (KRON- 
V), second \ice president Flor- 
jice Flovvler (Vista Productions), 
teretarv Nancy Besst ( KT\'U ) 
nd treasurer Thomas Fraser ( Fra- 
-T Productions). 



-"all Broadcast Blitz for 
Campbell Tomato Soup 

"One of the greatest eoncentra- 
ons of advertising and promotion 
ehind a single product in the com- 
,anv's histor\." is the vvu\ Camp- 
ell So ip marketing v ice president 
A. McGlinn, Jr. describes activitv 
the next several months for to- 
ato soup, its largest selling item. 
Twelve daytime shows on all 
ree u networks, in addition to 
niihltime Lassie and Donna 
ecd shows run from August 
rough October. Spot tv is sched- 
ed in 10 major markets across 
e count rv . 

Beginning in September, the 
niato soup will be advertised on 
ampbell's Art Linkletter davtime 



show witli additional spot radio 
announcements m the lop (><) soup 
markets startum m October 



NBC International Sales 

Much of \liC-IV's programme., 
past ami present, continues to Ik 
made available for sponsorship 11 
markets around the world. In the 
four weeks ending July I s . 42 
foreign broadcasters bought 1122 
hours of programing from NIK 
International 

Australia ranked anion'* the big- 
gest buvers. I nited I cleeasters 
I. id. in Svdnev ordered I 1 * news, 
public affairs and special projects 
programs. Darling Downs le'evi- 
sion l td. in Toovvoomba placed 
orders for l ihber M t(!ee and \!oll\. 
/ lie Jim Haikus Show. Outlaws. 
Laramie and lionanza In \dclaide. 
Television Broadcasters I .id. or- 
dered Bonanza, and the same pro- 
gram was ordered bv 1 elev ision 
Corp. Ltd. in Svdnev. 

Mexico. South and Central 
\merica were also big purchasers 



Seven Arts Sales 

Seven Arts reports a round ot 
sales on several of its properties, 
including feature films and specials. 
Here's the run-down: 

Volume 0 of Universal post-*50 
leatures sold to \\ I AH Pittsburgh, 
and WLOS-TV Asheville. N.C. * 

Volume 7. which W \BC-T\ 
New York reports boosted its rat- 
ings bv 75 percent and sluire-of- 
audience bv 47 percent over its 
previous vear's programing, sold 
to W I IC-TV Hartford. 

Volumes 4 and 5 to \\ HO I \' 
Des Moines 

The special features to KSIP- 
I\ Minneapolis 

Churchill. I he Man. half-huir 
t\ special, to WOI-1V Des Moines 
and KPAC-TV Port Arthur, lex 



Two Tv Firms Merge 

Delta Films International. Inc . 
San Juan, and Charter Oak Ick 
Pictures. New N. ork. have e unbined 
to form Delta I ilnis - ( barter 
Oak International for the produc- 
tion of tv commercials, documentar- 
ies and feature films Olfices .ire at 
75 \\ . 45th St m New ^ i>rk, nun- 
aced bv Klaus \ Werner. 



Are you 
our man 
in the 

MIDWEST? 

Ours is a prestige firm sell- 
ing to tv and radio stations 
— especially managers. 

We need a man who can 
talk broadcasting and 
knows the Midwest. We 
need a man who exudes 
respect and confidence. 

We need a man who en- 
joys contact at an impor- 
tant level and can close a 
sale. 

We need a man who likes 
to travel. Drop us a line if 
you're that man. All replies 
in strictest confidence. 

Box 201, SPONSOR, 
555 Fifth Avenue, 
New York 17 



ly 27, 1964 



53 



THE CHANGING SCENE 



Savings & Loan Sponsors 
NBC Small-Town Special 

NBC Special Projects will ex- 
plore the revolution underway in 
small-town America in a full-hour 
color television special, Small Town, 
Sept. 18 (10-11 p.m.) under spon- 
sorship of The Savings and Loan 
Foundation. 

Frederic March, stage and screen 
star, will narrate the program, which 
has been filmed in five small towns 
during a 10-weck period of location 
shooting. 

Eugene S. Jones is producer and 
director of the tv special, Ernest 
Pendrcll is scriptwriter and Robert 
Emmett Dolan is composer of the 
orchestral score. 



Agency Shifts 

Beatrice Foods Co. has named 
Don Kemper Co., to handle all 
Meadow Gold, Blue Valley and 
Holland Dutch dairy products, ef- 
fective Oct. 1, in anticipation of in- 
creased advertising in both radio 
and television. The account, which 
amounted to more than $1,000,000 
in billings last year, had been 
handled by Campbell-Ewald. Kem- 
per now represents six Beatrice 
Foods divisions. 

Wermen & Schorr, Inc., Phila- 
delphia, has been named to handle 
the 1965 ad campaign of the Ar- 
nold Palmer Licensees of Apparel, 



which includes plans for a spot ra- 
dio campaign. 

Other agency shifts include Cen- 
tral Airlines to Tracy-Locke Ad- 
vertising, Dallas, from D'Arcy. St. 
Louis . . . Rubber Corp. of Amer- 
ica from Zlowe Co. to Dunwoodie 
Associates Inc., New York. 

Wilson, Haight & Welch Inc. ap- 
pointed to handle advertising and 
public relations for Fenwal, Inc., 
Framingham, Mass., manufacturer 
of industrial and commercial tem- 
perature controls and fire and ex- 
plosion protection systems . . . Ja- 
pan National Tourist Organization 
and Japanese Travel Bureau Inter- 
national appointed Wesley Adver- 
tising for their U.S. tourism pro- 
gram . . . Cologne, Germany, office 
of Erwin Wasey, Ruthrauff & Ry- 
an appointed by Marley Wcrke 
GmbH, manufacturers of consumer 
products, to handle its Consort 
flooring account expected to bill 
$125,000 a year . . . Smith & Do- 
rian of Toledo, Inc., to service Paul 
Manufacturing Co., an affiliate of 
Ohio Plate Glass Co. 

Scandinavian Airlines Systems 
has assigned its North American 
advertising account to Carl Ally 
Inc. The account, formerly with 
J. M. Mathes, bills in excess of 
$1,000,000 a year . . . Economics 
Laboratory, St. Paul, transferred 
about $1,000,000 in advertising 
from Kastor, Hilton, Chesley, Clif- 
ford & Atherton to West, Weir & 
Bartel. Assignment includes Matey 
bath care products . . . American 
Guarantee Insurance Group ap- 




The new CM16 sound movie camera, designed 
to ABC News specifications, was given its 
first shooting assignment during the Republi- 
can convention in San Francisco. Here it is 
shown in operation on the convention floor j 
by Murray Alvey, chief cameraman, ABC 
News Washington Bureau. The camera will 1 
be used again in covering the Democratic | 
convention in Atlantic City. 

pointed Isker & Adajian . . . Ham- t 
mond Organ Co. named Foote, 
Cone & Belding for its account with 
billings of $1,000,000 . . . Varnoil 1 
Toiletries Div. of Lee's Laborator- 1 
ies to Albert Jay Rosenthal & Co. | 

Post-'48 Pictures Sold 
To 15 More Stations 

Screen Gems has recently con- j 
eluded licensing agreements with 15 
television stations for the telecast 
beginning this fall of its third post- 
'48 Columbia Pictures feature pack- 
age — 60 motion pictures produced 
between 1 954 and 1 960. This brings 
to 30 the number of sales already 
recorded in the recently-announced 
package, "Group II Post- 1950." 

Recent sales have been made to 
the following stations: WBRE 
Wilkes Barre, WTIC Hartford. 
KCMO Kansas City, WBAP Fort 
Worth, WCCO Minneapolis-St. 
Paul. KOVR Stockton, KPHO 
Phoenix. WTVT Tampa, WLOS 
Asheville, WTVJ Miami, WAP1 
Birmingham, KTV1 St. Louis. 
WTPA*" Harrisburg, WSYR Syra- 
cuse and KDKA Pittsburgh. 

Among the features available in 
the package are "Picnic," "Pal 
Joey," "The Mouse That Roared," 
"Once More With Feeling" and 
"Gidgct." 
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EAST MEETS WEST 




Whitman Hobbs (1), senior vice president in charge of creative services, Benton & Bowles, 
emphatically rejects Rudyard Kipling's classic axiom, "Oh, East is East and West is West and 
never the twain shall meet." Hobbs recently attended the 17th Dentsu Advertising Awards 
ceremony in Tokyo where Dentsu's president Tsuneju Hibino made the presentations to Japan's 
five ad winners for 1964. The axiom "does not apply to the meeting of Eastern and Western 
executive minds on advertising standards and quality," Hobbs said. 
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isc Recorder/ Producer 
n Field Test Program 

A new magnetic disc recorder ' 
cprodiiccr. for use in radio spot 
rrntounccmcnt recording and plav- 
iack, was previewed at a New 
^'ork showing last week to network 
md independent broadcasters, re- 
rording studios and ail agencies. 

Developed b\ Anipex Corp.. the 
lise recorder is now in a W-dnv 
leld lest program at two California 
adio stations — KYA San Fran- 
:isco and KLIV San Jose. 

Ampcx says it developed the re- 
rorder to "solve playback quality 
problems inherent in the transfer 
>f electrical transcriptions to tape 
md in response to industry con- 
rovcrsy over the use of tape cart- 
idge recording s\ stems." It is 
Operated by inserting a magnetic 
lise in a slot in the front of the 
,ecorder. The record reproduce 
nead is mounted on a carrier that 
roves in a straight line from the 
niter edge toward the center of the 
otating disc. 

Rubinstein Buys into 10 
MBC Nighttime Shows 

Helena Rubinstein Inc. has pur- 
hased sponsorship in 10 nighttime 
urograms on NBC-TV during 1964- 
>5 via agency. Ogilvy. Benson & 
lather. 

The shows are Monthly \'ighr at 
he Movies, Aiuly Williams Slum-, 
onatliaii Winters Show, Alfred 



llittluoik Hour, Mr \o\ak I he 
I in*tman, H etlnestltis. \ivht at the 
Mo\ie\. International Showtime 
I hut U as the Week that H a\ and 
Kentui k\ Jones. 

Gorton Appoints Siesel 

Gorton Associates Inc , dislribu 
tor of "I'ainc Button," a eon/edv 
starring Maurice Che\aher and 
Javne Mansfield, has appointed 
Harold J Siesel Co. for a n/arkel- 
bv -market radio and tv campaign 

Fcaturettes. consisting of inter- 
views with Che\aher. Miss Mans- 
field and I'leanor Parker, are 
planned, as well as 60- and 10- 
second commercials with Renin 
Delmar (Senator Claghorn) and 
Marty Ingels (of Hit kens and I ea- 
sier fame). 

Bradley Buys Kids Show 

Milton Brail lev (via Richard K 
Manoff) will fulls s|mnsor Shenan- 
igans, a new program fur children, 
when it debuts on ABC-TV Sept. 
26. 10-10:30 a.m. 

The Saturday series will have 
Broadvvas musical star Slubbv Kwvc 
as host, Format of the new show 
features a came board brought to 
life in three dimensions. It is a carni- 
val setting in which various stunts, 
competitions and games are plaved 
with two children competing bv 
moving from space to space to win 
prizes or play monev. 




No knock at mail (we use it ourselves), 
nor at reps (our best recommenders). 
But it's a fact that moved, new, pro- 
moted, name-changed buyers, lake a 
while catching up to. Not for SPONSOR. 
Buyers make sure SPONSOR catches up. 
because of the way SPONSOR keeps 
them ahead, keeps their buying mix rich 
and current— with the lop of the news, 
fast. The meaning of the news, deep. 
The trends, perceptively. They may not 
notify stations or reps of personal 
changes, but they do notify SPONSOR, 
the idea weekly of broadcast buying 
that gets through better than anybodv 
(except the rep). 555 Fifth Avenue, Ne 
Ynrk 17. 212 MUrrayhill 7-8030. 



COX LISTED ON EXCHANGE 




Cox Broadcasting Corp. recently became the fifth company operating exclusively 
in the broadcasting field to have itt ttock litted on the New York Stock Exchange 
J. Leonard Reintch (r). pretident, thowt Keith Funtton (c), Exchange pretident. mar- 
ket areat terved by the company't radio and televition propertiet at Jamet M Cox. 
Jr., lookt on. 
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ADVERTISERS 



Charles A. Pratt becomes direc- 
tor of broadcast services for General 
Foods Corp. He was previously 
with Alberto-Culver as advertising 
vice president and director. 

Ernest M. Lundell named vice 
president of advertising and mer- 
chandising of Grocery Store Prod- 
ucts Co., succeeding Frank B. 
Rhodes, resigned. Lundell has been 
with the company since 1957. 

Walter A. Weiss appointed vice 
president and general manager of 
Rauland Corp., Zenith Radio's 
cathode ray tube manufacturing 
subsidiary. He replaces W. E. Phil- 
lips, who has retired. Prior to join- 
ing Rauland, Weiss was vice presi- 
dent of Sylvania Electronic Prod- 
ucts' picture tube operations divi- 
sion. 

Paul Byrne appointed marketing 
director for domestic toiletries di- 
vision of Shulton, Inc. Previously, 
he was group product manager at 
Colgate-Palmolive Co. 

Nina Amhroze named senior ad- 
vertising representative for Chcm- 
strand Co. Div., Monsanto Co., 
New York. For the last four years. 
Miss Ambrozc has been with J. P. 
Stevens & Co. 

James M. Hill appointed to the 
new position of director of purchas- 
ing and traffic at Philco Corp., 
Consumer Products Div. He had 
been with Wcstinghousc since 1952. 

Ruth Bruzel named media co- 
ordinator of Bayuk Cigars, Phil- 
adelphia. Mrs. Bruzel has been in 
Bayuk's advertising department 
since 1961. 

William F. O'Rourke named 
marketing coordinator for the Chi- 
cago Seven-Up Bottling Co. 

Edward P. Reavy, Jr., named 
marketing director for the Hamil- 
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ton-Beach Div. of Scovill Mfg. Co., 
Racine. He was formerly market- 
ing director of retail operations for 
W. A. Shcaffcr Pen Co. 

Albert B. (Bud) Green named 
market development specialist for 
Ekco-Alcoa Containers, Wheeling, 



Ernest P. Quinby, Herbert H. 
Wright and James M. Frye, public 
relations executives of Philip Mor- 
ris, Inc., promoted to the positions 
of public relations manager, man- 
ager of public relations administra- 
tion and community relations man- 
ager. 

Emmett L. Dineen named adver- 
tising manager for Futurian Manu- 
facturing Co., Chicago. He was 
formerly associated with Leo Bur- 
nett Co. Jeanette Baum named as- 
sistant advertising manager at 
Futurian. 



Marvin Le Vine named sales pro- 
motion manager for Radiant Manu- 
facturing Corp., makers of projec- 
tion screens for slides and movies. 

Hubert M. Tibbetts, who joined 
the Borden Foods Co. in February, 
1963, has been appointed senior 
vice president with responsibility 
for both marketing and sales. 

Frank Norton has joined the 
staff of the Purcx corporate ad- 
vertising department as advertising 
production manager. He was asso- 
ciated with the J. Walter Thomp- 
son Los Angeles office. 

Armand llauser named vice 
president of Kickhacfcr Corp., Fond 
du Lac, Wis., makers of Mercury 
outboard motors and accessories. 

Louis W. Schumm elected execu- 
tive vice president of Ekco-Alcoa 
Containers, Wheeling, 111. He has 
been the company's vice president 
of manufacturing. 

John Ueniiiea.su named sales 
promotion and advertising manager 




John Benincasa 



Ray W. Richards 



of the Alliance Manufacturing Co., 
Alliance, Ohio. He is president of 
Artec, Inc., an advertising agcnc\ 
and art studio. 

Ray W. Riehards to the new post 
of sales manager for White Sewing 
Machines. With White since 1958, 
he continues supervision of the 
firm's operations in carded sewing 
notions and accessories. 

James S. Fish, advertising dircc- : 
tor of General Mills, appointed 
general program chairman for the' 
Assn. of National Advertisers' an- 
nual meeting. 

Dale G. Mehrhoff joined the 
W. A. Shcaffer Pen Co.. Fort 
Madison, Iowa, as product man- 
ager. He had been vice president 
and account supervisor at Post- 
Keycs - Gardner, Chicago, since 
March, 1963. 

F. J. Harrison, Jr., named man- 
ager of market research for The | 
Noxzcma Chemical Co., Baltimore. 
He was formerly with the Nestle 
Co.. where he was supervisor of 
consumer research, and prior to 
that was associated with Lcnnen 
& Newell and with Compton Ad- 
vertising in their respective research 
departments. 

Hugh C. Gillick named manager 
of advertising and sales promotion 
for Sunray DX Oil Co. 
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SPONSOR 



■ 





AGENCIES 

William W. I'cniblc and Richard 
M. Marvin, creative supervisors. 
Iected vice presidents of Ted 
lltes it Co. Both men joined the 
igency in I960. 

i 

Daniel M. Lissance joined Kud- 
ler Agency as vice president anil 
lirector of research. For past five 
,ears he was associate research 
lirector at BBDO. 

i 

Thomas K. Costcllo named ac- 
ount executive at Klau-Van Pieter- 
.om-Dunlap. Milwaukee. Was prev- 
ously with John M. Simmons As- 
ociates. 

C. Arthur Standby named nc- 
lount representative at J. Walter 
Thompson. New York. Formerly, 
ne was vice president of Ted Bates 
i Co.. and prior to joining Bates 
\as with S. C. Johnson & Son. 
Racine. 

Kathnn Darrcll named director 
<f radio-tv in the Chicago office of 
rwin Wasey. Ruthrauff & Ryan. 

Robert R. Lindsey, Lee Baer and 
ame.s K. McNamara named vice 
Presidents of BBDO. New York. 

indsey. BBDO director of plans, 
oined the agency in 1956 as a re- 
earch account supervisor, was later 
iamed director of research and in 

961 appointed director of plan- 




obtrt R. lindtey Ice Baer 



ning. Baer. an aeeount group head, 
joined BBDO earlier this year from 
Norman. Craig A: Kummel. Mc- 
Namara. also an account group 
head, joined BBDO in 1961 from 
Kern on Fekhardt. 

Harilcy I'. Atlass. director ol 
marketing ser\ices and sales promo- 
tion at Young &• Rubicam. named 
a senior sice president and mem- 
ber of the management commit- 
tee. I'eter I\ fallen promoted to 
executive director of the market- 
ing services and sales promotion 
department. Gilbert J. Ilcadlev, 
Andrew A. Olson and Jack N. 
Ilighsmith appointed supervisors 
in marketing services. 

Marshall I.. Kissel named vice 
president and director of market- 
ing at McCann-brickson, Chicago. 
He was formerly director of mar- 
keting for Reese Finer Foods. 

M. Wells Huff. David W. Mc- 
I.ain and .lames S. Reeder, Jr.. 
named account executives at Gard- 
ner Advertising. St. Louis. Huff 
was formerly in public relations 
and advertising at Laclede Gas Co.. 
McLain with Pitluk Advertising 
Co. and Reeder with Frank J. Cor- 
bett and Tatham-Laird. 

Sam B. Vitt named vice presi- 
dent and executive director for me- 
dia and programing. Ted Bates A 
Co.. succeeding William .1. Ken- 



Mt'dy, \ itt h.is I veil in t.lure.1. 
media .mil programme .it Dolu.it v. 
( hlfortl. Steers A Slienfiekl. Irie 

.lames II. .S. IMersuii joined Ml 
C ann-I rickson as a vkc president 
lie was formerly an account siijki 
visor .it BBDO, New \otl 

VViH'wim L. Calhoun returned to 
N onng A Rubicam as account 
supervisor after a four-year absence, 
resinning an association that began 
in 1 939 when he was named a pro- 
duction man 

Clair J. Gross named vice presi- 
dent and manager of the Omaha 
office of Weightman, Inc. He for- 
merly owned radio station KUOB 
Omaha-Council Bluffs. 

Robert Wulfhorst named senior 
media director. McCann-Frickson. 
New York, lie had been a vice 
president and director of media and 
research for Needham. Louis A: 
Brorby . 

Hal Wand named public relations 
account executive for Griswold- 
l-shleman. Chicago He was form- 
erly editor of "Actual Specifying 
I-ngineer" magazine. 

TIME/Buying and Selling 

I'eler R. Scott added to the tele- 
vision sales department and John 
Wolfe to the radio sales staff of 
the New York office of Averv- 
K node I. 

John A. I licks, former general 
manager of WAKY Louisville, 
joined the New York s.iles staff 
of ll-R Representatives. Inc. 

Al Carre II named sales manager 
in charge of the new McG.ivren 
Guild office at 2601 l-idchtv 
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Union Tower, Dallas, Texas. Car- 
rcll had been vice president of 
Sander Advertising for over six 
years. 

Philip A. Stuniho joined the sales 
staff of Robert E. Eastman, Inc., 
moving from MeCann-Eriekson, 
where he has been broadcast super- 
visor. 

Michael Luckoff joined the De- 
troit sales staff of Metro Radio 
Sales. He was a sales representative 
for six years at WJBK-AM-FM 
Detroit. 

Geoffrey G. Hall joined the New 
York radio sales staff of the Katz 
Agency, Inc. On the West Coast, 
Fred Delahay transferred from the 
Los Angeles office to the radio 
sales staff in San Francisco. 

John R. (Bob) Wright of WBZ 

Boston named to newly-created 
position of director of sales serv- 
ice of AM Radio Sales, New York. 



TV MEDIA 

Richard Steenberg becomes an 
account executive with CBS Tele- 
vision Network Sales, New York, 
after being with ABC-TV in similar 
capacity for past four years. 

Marie Minnick named circula- 
tion manager, TV Guide, succeed- 
ing James R. Kcllcy, now Philadel- 
phia regional manager. 

Lewis A. Bernhard, Jr., named 
executive secretary of the Society 
of Motion Picture and Television 
Engineers. He succeeds Col. Charles 
S. Slodter, who is retiring. Bern- 
hard comes to SMPTE from the 




Lewis A. Bernhard, Jr. 
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Marie Minnick 




Philip A. Stumbo 



Anthony Rocco 



Society of Plastic Engineers, where 
he had been administrative manager 
since 1955. 

Anlhony Rocco named director 
of sports and special program sales 
for ABC-TV. He had been an ac- 
count executive for ABC radio 
since 1962. 

Stanley Greene named executive 
producer for WABC-TV New 
York. Greene comes to station from 
Ted Bates & Co., where he pro- 
duced tv film commercials for 
Standard Brands, Latex, American 
Chicle and others. 

Jacques G. Liebenguth appointed 
television program executive for 
RKO General Broadcasting, New 
York. Formerly he was with Storer 
Programs, Inc., as national sales 
manager. 

Jeff G. Pemberton, formerly ex- 
ecutive producer-director of KTAL- 
TV Shrcvcport, La., appointed pro- 
gram director of KBMT-TV Beau- 
mont, Tex. 

Walter J. Marshall named pro- 
gram director of WLUK-TV 
Green Bay, Wis. He comes to the 
station from Hollywood, where he 
spent the last five years in both 
television and film work. 

Leonard Broom appointed assist- 
ant to the director of advertising 
and sales promotion CBS Televi- 




Walter J. Marshall 



Jeff G. Pemberton 




Leonard Broom 



sion. With CBS-TV since 1956, 
he was most recently director of 
promotion and advertising for net's 
WBBM-TV Chicago. 

John F. Tobin, with ABC Films 
since 1961, joined WNBC-TV New ] 
York as manager, national sales. 

Robert D. Ossenberg named 
commercial manager of WTVW- 
TV Evansville, Ind., directing na- 
tional and local sales activities. 



John Corporon, news director of 
WDSU-AM-FM-TV New Orleans, 
named chairman of next year's Na- 
tional Broadcast Editorial Confer- 
ence. 



Robert Guenette 



D. Thomas Miller, general man- 
ager of WBKB-TV Chicago, elected 
a vice president of ABC. A veteran 
of 14 years in television. Miller was 
put in charge of the central division 
of ABC Television Spot Sales in 
1961. and two years later named to 
his present post. 

Mel Baily and Robert Guenette 

named executive producers for 
Metropolitan Broadcasting Televi- 
sion, and Jo Ann Goldberg ap- 
pointed a producer. Baily was 
formerly with WNEW-TV where 
he was an executive producer. 
Guenette was formerly field pro- 
ducer and film director of CBS 
News' "Eyewitness." Miss Gold- 
berg comes from NBC where she 
was a special research director. 
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RADIO MEDIA 

Ronald (■'. S mi Hi joins WI-.KI'- 
I [\M-I'M Cleveland .is account ex 
I reutivc. He had been account cx- 
[ k-utive with \V I AM anil WJW- 1 V. 
I is well as with Storer National I v 
Sales. New York. 

I .urn Rohcrts nanieil to the news 
' .taff of WCKY Cincinnati. He has 
eeently been in news departments 
if WMOA Marietta. Ohio, and 
ATA P Parkersburg. W. \'a. 

N. Russell .loII>, executive diree 
^or of the Wichita Council of 
['lurches, named eastern area di- 
eetor for United Prcsbv terian di- 
ision of radio and television, lie 
I -uceeeds the Rev. Robert Sanders. 
I kho became pastor of First Presbv 
erian Church. Utica. N. Y. 

Larry (inffncy named eorre- 
.pondeiit for \\ RC and WRC- 1 \' 
A ashington. D. C. He was formcrlv 
im the^ news staff of WIIC- I V 
'ittsburgh. 

Stephen C. Tri\ers appointed 
:encral manager of WGVA Geneva. 
n'. Y. He had been in New York 
itv as director of program opera- 
ions at WTAT. 

Ashley ( > 111111 promoted to com- 
inereial manager of WMGS Bowi- 
ng Green, Ohio. John Passantc and 
loseph Carpenter added to sta- 
ion's sales staff. 

Rav Harnett rejoined KNX 
lolhwood as an account executive. 

I For the past three years, lie h.is 
ven vice president and Los An- 

j :cles manager of Garland Agencv. 

Steve Shepard named vice presi- 
I (lent and general manager of KISN 
\>rtland. Ore. He was vice presi- 
lent and general manager of firm's 
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KOII.-KICN-PM Omaha Newlv 
named at Omaha stations .ire A. 
K. (Hud) Doiiegnu, general man 
agei. Sandv Jackson, produetion 
ni.ui.igei. Hi»h Wilson, operations 
manager, and limy W i lies, program 
director 

Win ne (iranl appointed account 
executive at WIM I'-AM-I M M.I 
uaukee. lie has been in the adver- 
tising sales field 17 vcars. 

■Mark 1 1 urcl named account ex- 
ecutive on the sales stall ol Kl RC 
San Francisco He was pievionslv 
with Cunningham A: Walsh. San 
Francisco. 

howl C. SigiiKin, executive vice 
president and general manager of 
KM PC Los Angeles, appointed 
radio chairman for the Southern 
California regional board of the 
National Conference of Christians 
and Jews. 

Vincent .1. (lenson, Jr., producer 
for WMAL-TV. promoted to the 
new post of assistant program man- 
ager for WMAL Washington. D.C. 
Ruwnond Kkvmpin named radio 
traffic supervisor for WMAL-AM- 
FM. 

Fiend J. Keese appointed gen- 
eral manager of WMBO-AM -KM 
Auburn. N.Y.. to succeed his lather. 
Frederick L. Keese. who has re- 
tired. 

Stn Wuviie named general man- 
ager of WKLN Dover. Del., mak- 
ing move from similar position at 
YVBCB Levittovvn. Pa. 

Jern ( •rtihnni mimed news direc- 
tor at \\ NFW-AM-I M New York. 
He has been with Y\ NFW news 
since l l )bO. Jack I'limt/e promoted 
to assistant news director from posi- 
tion of chief editor. 




J»rry Grjhjm Slu Wiyn» 



Jack Hivans named general akv 
m.magei for \SBB\1 ( hica mi 
Pnor to Ins ( BS aflihation li • w.i 
with I uk.is I ilni Productions. 
Medusa Poillaiul ( euunt (o .uul 
\d.ini ^ mine. Im. 

Diinald J. I ra^eser, vice pr 
dent of ( US Radio and 'eiur.d 
manager of Will Boston, .ip 
pointed radio chairman for the 
Greater Boston I mted lund cam 
p.ugn 

Carl \iidersen appointed local 
s.des manager of K\l\ Shenan- 
doah. Iowa He joined the sta- 
tion in IWiO as account executive 
and sportscaster. 

Dave I.askev appointed to the 
local sales staff of WGBS Miami 
lie is a graduate of the I niversitv 
of Miami. 



SYNDICATION 
& SERVICES 

Fred L. Stro/ier, Rov Stein fort. 
Hurl l .lv ami TIihiiuin P. Coleman 
appointed to the |x>sitions of broad- 
cast membership executive, general 
broadcast executive and broadcast 
executive of the Associated Press 
I hev will operate from the New 
> ork office under the direction ol 
Louis J. Krani|i, assistant general 
manager til charge of broadcast 
relations and services. 

Frederick L. (likou named to 
the new \mis[ of manager of sales 
for CBS Limited. London. He has 
been assistant international s.des 
manager for CBS Films for the 
past two vcars 

Klaus \. Werner, r.uho-tv direc- 
tor at National I xport \dvertising 
Service, named manager and rep- 
resentative of Delta Films-Charter 
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Oak International, a new firm re- 
sulting from the affiliation of Delta 
Films International, San Juan, 
P.R., and Charter Oak Tele Pic- 
tures, New York. 

G. W. Sandell named general 
sales and marketing manager of 
Videotape Productions of New 
York, a 3M subsidiary. He was 
formerly general manager of 3M's 
Rcvcrc-Wellensak division. Sandell 
is succeeded in the Revere post by 
R. J. Gavin, who has been named 
vice president and general manager 
of the division. 

Steve Blauner, former personal 
manager of singer Bobby Darin, 
appointed executive assistant to 
Jackie Cooper, vice president in 
charge of West Coast operations 
for Screen Gems. 

Albert Boyers named director of 
advertising and publicity for Trans- 
Lux Corp., New York. He was 
formerly with Metro - Goldwyn- 
Mayer as coordinator of special 
projects in the motion picture ad- 
vertising-publicity department. 

David Chasman appointed ex- 
ecutive assistant to David V. Picker, 
vice president of United Artists. 
Since coming to company in 1960, 
Chasman had been executive direc- 
tor of advertising and advertising 
manager. 

George Andros appointed to 
newly created post of director of 
product sales of Q-TV, Inc., New 
York. He had been national sales 
manager of Tclepro Industries and 
TclePrompTer Corp., New York. 

Guy Biondi appointed vice presi- 
dent for advertising and publicity 
of Walter Rcade-Sterling, Inc. For- 
merly he was eastern representa- 
tive for the Mirisch Co. 

Baron Trcnncr, Jr., named di- 
rector of Filmex, Inc. He was for- 
merly staff film director at Eastern 
Motion Pictures, Ltd. 

Leslie Urbach named staff di- 
rector of EUE-Screcn Gems. Most 
recently a director at VPI Pro- 
ductions, Urbach had been asso- 
ciated with Fred Niles Produc- 
tions, Chicago, and WCAU Phila- 
delphia. 



Hitting 

the jackpot 

By Bea Adams 

Tv creative director, 
Gardner Advertising Agency 

■ Not every commercial that hits 
the screen can click-click-click a 
row of cherries or oranges or plums. 
Too often for our collective pride, 
lemons keep slipping in. And not 
often enough does a commercial 
really hit the jackpot. 

Take, for example, one of the top 
tv achievements of the past year — 
the Sears series. Since I have no 
inside facts or figures to offer as 
proof, my lavish praise could give 
you the impression that this has 
been pre-recorded at the Cow 
Palace. Nonetheless, I bet my lucky 
silver dollar that this series has been 
instrumental in helping to change 
the Sears image from that of a 
multi-purpose catalog to a respected 
member of the Country Club set. 

These are "jackpot" commercials. 
They have human interest, quiet 
humor, dramatization of the objec- 
tive, a selling line you couldn't miss 
if you wanted to and a jingle to 
lodge stubbornly in your memory. 
Clever but not too clever. Smart 
but not smarty. 

The various commercials depict 
everything from the kitchen sink 
to a natural mink, from a clarinet 
to a cuddly pet, from a laundry tub 
to a shaggy dog, from gleaming 
chandeliers to precious stones. And 
1 haven't mentioned the half of 
them. 

The theme, as you must know, 
is "Scars has everything." The jin- 
gle goes something like this: "Drop 
in and look at Scars, shop from the 
book at Sears, pick up the phone 
and talk to Scars . . . Sears has 
everything." 

Sec there? Out of the North (ad- 
vertising company, that is) and 




BEA ADAMS, 

a vice president and creative director of St. 
Louis' Gardner Advertising since 1944, has 
done just about everyth'ng that a lady in 
adland can do. Samples of her creative ex- 
cellence: Pet Milk's "husband-tested" recipes, 
Ry-Krisp and Duncan Mines baking mixes tv 
commercials. 

After a department store and fashion col- 
umn start (pen name: Frances Faye), she 
hit stride in copywriting, soon was two-time 
holder of Josephine Snapp national awards 
and winner for best radio show directed at 
women ("Mary Lee Taylor" program). Other 
citations', one of 27 Women of Achievement 
(named in Boston, featured in "Life"), AFA 
National Advertising Woman of the Year, one 
of 10 St. Louis women saluted by the "Post- 
Dispatch." Those are a few of many. 

Most important of all: whenever any major 
inter-industry step is taken, Bea Adams seems 
to be on the scene — partly because of the 
respect she has earned and partly because, 
just to keep busy, she's given so much careful 
concern to the AAAA, AFA, Women's Adver- 
tising Club and professional groups ad in- 
finitum. She's even been called on federally, 
as an adviser to the Department of Labor. 

Usually with pen in hand, Bea now dips into 
ink — and her vital sense of humor — for 
SPONSOR. 
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roni the creative Ivan of Alice-in- 
iVnndcrlund Westhrook, together 
a ith a few other beanies, conies 
t his magic, memorable, image- 
etching advertising. Congratula- 
tions, une and all Well, not quite 

ill. 

Mind you. I have seen nothing 
but what the public has seen — the 
commercials I've described plus the 
kissin' cousin print advertising. I 
haven't asked the man on the street 
or the woman on the sidewalk what 
the current Sears impression is. I 
have but one small revelation. For 
.the sake of all those who put one 
whistle of steam into the advertis- 
ing. I hope that mine is an isolated 
case. 

Believing Sears has something. I 
picked up the phone and talked to 
jSears. My need? A small electric 
Swasher. The voice of Sears was as 
feasant as the advertising. It gave 
nc precisely the information want- 
ed. It described in detail four dif- 
ferent models, one of which suited 
me to a H. 

The voice said, "I'll semi it right 
nut." I said. "No, I'd rather see it 
first." 1 said I'd be over. I went 
over. There was no such model in 
Mock. 1 was told I could order it 
if roni the catalog. I didn't want to 
order it from the catalog. I wanted 
to \ce it. feel it, poke around here 
ond there and get acquainted with 
it. 

• Dear Alice. I believe you. I be- 
lieve Sears has every thing. Every- 
thing except the total awareness that 
'a lot can happen or unhappen at 
point of purchase. 

Dear Sears: why not take the 
brightness of your advertising and 
hypo it into your sales staff? Why 
not make it a rule that no Sears 
staffer should suggest that some- 
thing is in stock when it isn't? Why 
not hint that, instead of pointing, 
the sales people might say with 
some feeling of friendliness. "The 
smaller washers arc in with electric 
appliances." Mavbe the two to 
,whom I appealed knew that I 
.wouldn't find the small washer any- 
where. Maybe that's why they just 
pointed. Hut isn't it too bad when 
someone hits the jackpot and leaves 
a pile of coins on the floor? 

Well, who else has been hitting 
the jackpot'' 

A topper in technique is the fa- 
miliar Esso he-and-she commercial. 
.Deceptively simple device. Semi- 
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He-and-the commercial for Etto featu<et 
temi-animated lady and her friend She 
delivert the entire talet pilch — all of it 
tupered in j friendly tcrawl Commercial 
Icovet "nice feeling" about Etto. tayt Boj 
Ad.imi, but ha* no talet point to remember 



animated lady and friend. He's been 
delayed having his car serviced. 
Total sales pitch is delivered by her, 
and every word of it is supered in 
a friendly scrawl. Hits the jackpot 
on technique and production; leaves 
a rather nice feeling about Fsso. but 
1 can't recall one sales point in par- 
ticular aimed at viewer remem- 
brance. 

Quite the opposite is true of a 
Footsie Roll commercial that has 



Iven eiicli.intin • viewers for vmu 
time 

S.iturd.iv .ilUrnoon at tin movie 
Hoy buys I outsit Roll in lobbv 
Announcer How Ion • will ili.it 
I ootsic Roll l.isi '** \nd we're off. 
chomping, chewing, rejeini' to ex- 
citing galloping horses, revolting 
kissing scenes and the like loutsie 
is with us every second of the way 
. . . and the kid. naturally, fmallv 
slides down and rests on his spine 
as he takes the last bite and the an- 
nouncer hits it " I ootsie Rolls List 
twice as long as anything that good 
should " 

Three bells and I hope someone's 
picking up the money I sso ,md 
footsie Roll are both produced by 
I lektra. New York. 

"Oh. give me something to re- 
member you by" isn't a tv rule to 
be sniffed at. Sears does it. footsie 
Roll does it. So do . . . "Stripe" gi>es 
on working when the tooth brush 
stops*' . "(ilad W rap it" . . 
anil "Oct a belter shake with Ster- 
ling Salt." Want to bet'' Your com- 
mercial gets a better shake when 
you give the viewer something to 
remember you by And Daddy -o, 
please remember p.o.p. ■ 





JULY 

National Community Television 
Assn. executive committee meeting, 
International Inn. Louisville, Ky. (27- 
28). 

New York State Broadcasters 
Assn., third annual executive con- 
ference, Cooperstown, N. Y. (28-31). 

Annual Summer Workshop in 
Television and Radio, New York 
University, New York (29-Aug. 7). 



AUGUST 

Georgia Assn. of Broadcasters 
forum on CATV and Pay-Tv, Ri- 
viera Motel, Atlanta, Ga. (4). 

South Carolina Broadcasters Assn., 
summer convention, Ocean Forest 
Hotel, Myrtle Beach, S. C. (16-18). 

New Mexico Broadcasters Assn. 

meeting, Kachina Lodge, Taos, New 
Mex. (21-22). 

Oklahoma Broadcasters Assn. 
meeting, Lawton, Okla. (21-22). 

National Assn. of Broadcasters in 
cooperation with the Radio Adertis- 
ing Bureau and Television Bureau of 
Advertising, sales management sem- 
inar, Stanford University, Stanford, 
Calif. (16-22). 

Desilu Inc. annual stockholders 
meeting, Hollywood, Calif. (18). 

National Assn. of Radio An- 
nouncers, tenth annual convention, 
Ascot House, Chicago, 111. (20-23). 

National Assn. of Broadcasters in 
cooperation with the Radio Advertis- 
ing Bureau and the Television Bureau 
of Advertising, sales management 
seminar, Harvard University, Cam- 
bridge, Mass. (23-29). 

Institute of Electrical and Elec- 
tronics Engineers summer general 
meeting, Biltmore Hotel, Los An- 
geles, Calif. (25-28). 

Arkansas Broadcasters Assn. annual 
meeting, Coachman's Inn, Little Rock 
(28-29). 

West Virginia Broadcasters Assn., 
fall meeting, The Greenbrier, White 
Sulphur Springs, W. Va. (27-30). 

Radio Advertising Bureau's fall 
management conferences: Tarrytown, 
House, Tarrytown, N.Y. (17-18); 
Homestead, Hot Springs, Va. (21-22); 
Far Horizons, Sarasota. Fla. (28-29). 



SEPTEMBER 

1964 National Radio and Television 
Exhibition, under the management of 
the British Radio Equipment Manu- 
facturers' Assn., Earl's Court, London, 
England (24-Scpt. 5). 

Michigan Assn. of Broadcasters an- 
nual fall meeting, Hidden Valley, 
Gaylord, Mich. (10-11). 

Louisiana Assn. of Broadcasters, 

Capitol House, Baton Rouge, La. 
(13-15). 

National Assn. of Broadcasters' 
program study committee, radio pro- 
graming clinic, Rickey's Hyatt House, 
Palo Alto, Calif. (18). 

Nebraska Broadcasters Assn. meet- 
ing. Holiday Inn, Grand Island. Neb. 
(20-22). 

National Assn. of Broadcasters' 
program study committee, radio pro- 
graming clinic, Chicago Plaza Motor 
Hotel, Memphis, Tenn. (21). 

National Assn. of Broadcasters' 
program study committee, radio pro- 
graming clinic, Palm Town House 
Motor Inn, Omaha, Neb. (23). 

Minnesota Broadcasters Assn., fall 
meeting, Sheraton-Ritz Hotel, Minne- 
apolis, Minn. (24-26). 

Advertising Federation of America, 
fifth district convention, Commodore 
Perry Hotel, Toledo, Ohio (17-18); 
sixth district convention, Indiana 
University, Bloomington, Ind. (24- 
26); tenth district convention, Robert 
Driscoll Hotel, Corpus Christi, Tex. 
(24-26). 

National Assn. of Broadcasters' 
program study committee, radio pro- 
graming clinic, Hilton Inn, Tarry- 
town, N.Y. (25). 

Utah Broadcasters Assn., conven- 
tion, Royal Inn, Provo, Utah (25-26). 

Society of Motion Picture & Tele- 
vision Engineers, 96th annual tech- 
nical conference. Commodore Hotel, 
New York, N.Y. (27-Oct. 2). 



OCTOBER 

Radio Advertising Bureau's fall 
management conferences: Hyatt 
House, San Francisco, Calif. (1-2). 

Texas Assn. of Broadcasters fall 
meeting. Hotel Texas. Fort Worth, 
Tex. (4-5). 

North Carolina Assn. of Broad- 
casters meeting. Grove Park Inn, 
Asheville, N. C. (4-6). 



New Jersey Broadcasters Assn. fall 
convention, Nassau Inn, Princeton 
N. J. (5-6). 

Advertising'^ Research Foundation, 
annual conference, Commodore Ho- 
tel, New York (6). 

Tennessee Assn. of Broadcasters 
meeting, Mountain View Hotel, Gat- 
linburg, Tenn. (8-9). 

Alabama Broadcasters Assn. meet- 
ing, Tuscaloosa, Ala. (8-10). 

Indiana Broadcasters Assn. meet- 
ing, Marott Hotel, Indianapolis, Ind. 
(15-16). 

Kentucky Broadcasters Assn. fall 
meeting, Jennie Wiley State Park, 
near Prestonburg, Ky. (19-21). 

American Assn. of Advertising 
Agencies, Central Region meeting, 
Hotel Continental, Chicago (21-22): 
western meeting, Beverly Hilton Hotel. 
Beverly Hills (27-30). 

Institute of Broadcasting Financial 
Management, annual meeting, Shera- 
ton-Cadillac Hotel, Detroit, Mich. 
(21-23). 

Fourth International Film & TV 
Festival of New York, held in con- 
junction with the annual Industrial 
Film and Audio-Visual Exhibition, 
New York Hilton Hotel, New York 
(21-23). 

Missouri Broadcasters Assn. meet- 
ing, Ramada Inn, Jefferson City, Mo. 
(22-23). 

National Assn. of Broadcasters, 
fall regional conferences: Hotel Utah. 
Salt Lake City, Utah (12-13); Stat- 
ler Hilton, Los Angeles, Calif. (15- 
16); Skirvin Hotel, Oklahoma City, 
Okla. (19-20); Fort Des Moines, Des 
Moines, Iowa (22-23); Hotel Jung, 
New Orleans, La. (26-27). 

American Assn. of Advertising 
Agencies, western meeting, Ambas- 
sador Hotel, Los Angeles (27-30). 

NOVEMBER 

Assn. of National Advertisers fall 

meeting. The Homestead. Hot Springs, 
Va., (9-11). 

Broadcasters' Promotion Assn. an- 
nual convention, Pick-Congress Hotel, 
Chicago (16-18). 

National Assn. of Broadcasters fall 
conferences, Schinc-Ten Eyck. Al- 
bany, N. Y. (12-13); The John Mar- 
shall, Richmond, Va. (16-17). 

Advertising Federation of America 

second district convention, Pocono 
Manor, Pa. (6-8); eighth district con- 
vention. Park Manor Inn, Madison. 
Wis. (20-21). 
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Masterpiece — exceptional skill, far-reaching values. Tins is tin- qu,ilit\ 
of \\ \\ | radio-television service— in entertainment, new \ sports, information, 
mid public allairs promanimhm llie n suits aie imprevsh r— in audic ikc |o\.ilt\ 
and communitv stature, and in \\ r \\' r l f M \ T 

sales impact for the adveitiser \\ \\»Jj|||(| \\ \ V • J ~" I \ 
on WW J Hadio and Television. THE NEWS STATIONS 
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In the market on the move . . . 



the station on the move . . . 



has the highest P.Q : . 



* 



NEWS 

RADAR WEATHER 




EDITORIALS 
SPORTS 




* PIONEER QUOTIENT: The measure of a television station's ability 
to develop new and better ways to serve the public. 

WTVT pioneered with television's first one-hour informational 
program on Nov. 5, 1956, and started a nation-wide trend. 
Again, on Sept. 2, 1963, WTVT pioneered with the nation's first 
hour-and-a-half informational program. Now, over 22 hours 
each week of news, editorials, weather and sports are originated 
by WTVT and the CBS Television Network. Just as Florida is in 
the space age vanguard, so has WTVT remained in the tele- 
vision vanguard. 



Six cities — Tampa. St. Petersburg, 
Clearwater, Lakeland, Bradentan 
and Sarasoto — in the Tompa Bay 
region constitute the heart af the 21 -county 
area served by WTVT . . . an area with over l'/2 
million papulotian delivering a whopping 52,314,468,000 
in tatol retail sales (copr , 1964, Sales Management 
Survey of Buying Power; further reproduction not licensed 

THE WKY TELEVISION SYSTEM, INC 
WTVT, Tompo-St. Petersburg 
WKY TV & RADIO, Oklohoma City 
KTVT, Fort Worth-Dallos 
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